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You read “ Printers’ Ink” knowing 
PROOF it to be authority on the subject iad 
of which it treats.—Advertising. 
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When “ The Little Schoolmaster’”’ continued that unique 
article headed “The Best Dailies” in its issue of No- 


) 
vember 25, 1896, it was again demonstrated what leading 
advertisers of the U nited States have long known, th it 


The 
Philadelphia 
Record 


IS PENNSYLVANIA’S LEADING NEWSPAPER. 


lhe answers of those experts on advertising designated 

as “A,” “B,” “C,” “ D,” and “ E,” whom you all know, 

are ous of repetition because we know ‘of no better 
ndorsement of that which we have already told you and 
ened saying in the future: 


PENNSYLVANIA, 

Pennsylvania—What Paper do you CIRCULATION 

consider the BEST ? CONSIDERED 
; ‘‘THE PHILADELPHIA RECORD.” § THE 
5 ‘*THE PHILADELPHIA RECORD.’’ ¢ PHILADELPHIA 
; ‘THE PHILADELPHIA RECORD.” } RECORD 
2 ‘*¢ THE PHILADELPHIA RECORD.’’ is the cheapest and 
E. “THE PHILADELPHIA RECORD.” ¢ Dsst.advertising 
All the scholars agreed. PENNSYLVANIA 


PLO LL 
Average Circulation in 1896: $ Per utes attves For rates address 
Daily Edition, = 170,402 
Sunday ‘ = 124,234 {THE RECORD PUBLISHING CO., 
WPARAPRARPI OPS Philadelphia, 
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The Purchasing Power 


in the household is woman. She isthe important factor in all expe! 
tures. ‘To reach the pocket-book the woman must be interested. 
only certain means of interesting her is through the local fan 
weekly. She reads that from end to end, advertisements as we 
reading matter. She has the entire week in which to study its pag 
and she does so most religiously. 


A million families in the New England, Middle and Atlantic Slope States 
are reached weekly by the 1,600 local papers of the Atlantic Coast Lists 
One order, one electroty pe does the business. Catalogue for the asking. 


Atlantic Coast Lists, 134 Leonard St., N. ¥. 
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By Wolstan ‘Dx 

k the of 
Mellin’s Food baby. 
of : 
y mother 


best ad the month is 
It’sa ] 
rt that 


to 


veLY 
a lovely baby—th 

wants her baby be 
Mellin’s Food 
the acme of good advertising 
a little 


ie ad wh 


what loes. 


ws 
s space down inthe 

ere I looked for a 
parents It 
liow many 
id baby gain on Mellin’s 
Was he ? Did it make 
How much of a Méllin’'s 

by is he? Yet if ad can 
ng without answering such per- 


the baby’s 


Why not? 
sick 
any 


juestions this ad can, 
no need of much 
luct that has been adver 
years and everybody knows 
Such advertising hasa good 
it’s like a heavy freight car 
ed—a little push will keep*it 
But the same push would 
budge it in the first place. Sup- 
this was a ‘‘ Jones’ Food baby, 
further explanation, 
t his money back ? 
e Columbia Bicycle ad, in thé 
It explains 
shows them 
thing itself. The people 
1y Columbias know a good deal 
and want to know 
They have become educated on 
bject. Col. Pope began this 
uign of education, and he keeps 
it t’s a sad thing for an ad- 
er to let his public know more 
It takes brains to keep 
ne step in advance. 
bicycle advertising is more or 
pert and pictorial, but it largely 
the selling force of facts. 
ures are good ; facts are good ; 
together are decidedly good. An 
tuld show them both if it can, 
should show one thing or an- 
anyway. When it only shows 
ewitched and facts begrudged, it 
as good as it ought to be. 
‘**Rambler’’ ad is in conspic 


5 say 


ng 


no would 


oe 


is might 
side facts, 


+} 
ie 


y go od. 


and 


bicycl 


es, 


he does 


R ADI 


’ INK. 


New York, N. ¥ Post-OFFICcE, JUNE 29 


MAY I9, 1897. 


dainty 


as well 


lion on 
‘“*R dea Monarch « 
All of whicl 

ad may be without cut 
Among the ¢ 
heque Bank, showing the value 
ityvanda good border ; the Em- 
which exemplifies — the 

ind per 


a 
f; Cleve 


good ad 


S are 


lisplay 


hows h 
peopie in yo 


} i t wat 


about Wat 


Baking 
in 
talking 
which de 
plain ta 
trates the 
and the ‘ 
Sozodont, Kod: 
favorites, nearly always g 

Williams’ ad in the ( 
has several display lines so disjointe 
that they are a trifle puzzli 
casual reader. Here 
they strike the eye 


by 


che S, 
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Window 
Thermometer 
This is illustrated with a pic 
two cows and a dairy maid and a ther- 
But if has the 


ture 


mometer any one 
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slightest doubt as to whether free cream 
goes with the thermometer or free soap 
with the cream, or if the dairy maid is 
given away with the cows, a little 
studious investigation reveals the trans- 
parent scheme in all its pastoral love 
liness. 

This ad will undoubtedly sell soap, 
but —— 

‘* That’s enough, isn’t it?’’ the ad- 
vertiser would naturally exclaim. 

Well, speaking of cream, you know 
the conundrum, ‘‘ What gives more 
milk than a cow?’ ‘ Two cows.’ 
The thing that is better than selling 
soap is selling more soap. If this 
beautiful picture was twice as big, the 
thermometer twice as plain, and the 
display lines arranged more intelli- 
gibly, it would be better advertising. 
For example : 

Williams’ 
Jersey-cream 
Toilet soap. 
Like cream on the skin. 
Transparent window thermometer free. 

People will buy that soap for some 
reason. If it’s the soap they want, I 
should bang ’em hard with it, and 
crowd the thermometer down into a 
corner. If they’re mostly after the 
thermometer, it should be displayed 
with full calcium effects. 

There’s a lot of pretty good adver- 
tising that ought to be better ; that’s 
the principal fault to be found with 
most magazine advertising. he space 
is so expensive that worthless advertis- 
ing kills itself before long. It needs 
no critic. 

There’s hardly a magazine ad of the 
month that hasn't some good in it ; and 
hardly one that mightn't easily be 
made enough better to more than pay 
for the trouble. 

The worst ad of the month—well, I 
probably didn’t see it. The ad you 
don’t see is the worst ad. If you see 
an ad at all, it’s usually some good. 


. 
ADVERTISING AT THE THEATER. 
By Henry Romaine. 

The drop curtain at the Amphion 
Theater in Brooklyn is very unique. 
It represents a river with precipitous 
banks, and a cataract in the distance. 
The coloring and drawing are both 
beautiful and natural, but the artist 
has also been thoroughly up to date in 
his work, from an advertising stand- 
point. On the right bank of the 
stream stands an old ruin of a mill, 
with shingle, roof and dilapidated 
walls. In his eagerness to have his 


picture thoroughly realistic and n 
ern, the artist has done some 1 
lettering on the old building, and 
result lends an increased naturalne 
the scene. ‘The ruin is very lik« 
of the old barns one sees on 
Pennsylvania Railroad between N 
York and Philadelphia. I claim 
those barns would not look nat 
nowadays unless they bore 
legend about Schenck’s Mandr 
Pills. The Amphion artist has ca 
that idea and localized it. On 
walls of the old building is lett 
in white, the announcement that ‘* ] 
S. McKeon, of Broadway and Bedf 
avenue, has clothing for all ages 
the roof a special corset for sale 
Henry Offermann, is advertised, 
gable end sets forth the fact that ‘ 
and comfort can be obtained at 
Carleton Hotel, O} posite Roose 
Street Ferry.” 

I have seen advertisements on 
curtains before, but they looked 
they were put there for the pur 
and the theater-going public 
naturally objected to them. Tl 
ads on the Amphion curtain a1 
there for the purpose, of course, 
not one person in ten would suspe« 
They do not obtrude themselves in 
least, and those who are accustom 
seeing old buildings similarly « 
mented nowadays would just ima 
the lettering to be part of the re 
of the scene. Nevertheless they 
paid ads, and they bring a prett 
price at that, considering that 
‘‘circulation” fluctuates between 
and ten thousand a week, accordi: 
the popularity of the play. 

a — — 
HIS LEADING ARTICLE. 
he practice 
ne years ago, tc 
articles at h 

lication. The rest 
ing. One night 
gonaut, his articles had not con ‘ 
the office. Teno’clock came; eleven, t 
and still no sign of an article. 

There was commotion in the offic 
last a messenger was sent to the 
house. He found him with a glass of | 
and water before him, and newspaper 
tered about There was no article writ 

**What do you want ?”’ asked the « 
“The article for to-morrow.” * Di 
send it ? = ; at least it has not « 
the office. * Give me the 7tmes.”’ 

The 7%mes was found and handed t 
and with unsteady fingers he cut t 
its leading articles. This he stuck 
sheet of paper, and then, taking | 
wrote at the »: “What does the 
mean by this? In that form and wit! 


introduction, it appeared next morning as 
editor's leading article. _ 
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ILLINOIS DEPARTMENT 
STORE, 


AN 


JAMIESON, OF JAMIESON, COOPER 
OF AURORA, GIVES HIS VIEWS 
N ADVERTISING QUALITY AND 
ANTITY—FINDING OUT CIRCULA- 
IN—TALKING WITH NEWSBOYS 
HE PRICE OF SPACI 


nieson, Cooper & Co. conduct the 
st retail establishment in the 
e State of Illinois outside the city 
Chey call it the Boston 
, and it is located in Aurora. Of 
e it is in 
h any article from a skein of em- 
silk to a 
e purchased. 


nicago 
a department store, 


blacksmith’s anvil 
There are twenty 


ry 


INK 


corner room of a big block which stands 
at the intersection of two busy streets 
hung out its sign, ‘‘ Watch us Grow,”’ 
and 
I t, it al yur 
block, and then took in the 
Still 


has been growing ever 


since. 
sorbed the f stores in its 
basement 
he press for room continued, and 
the big double 

leased the grocery, butcher shop 


for 
and house furnishing department. 


store ad 


olning wa 


Mr. Jamieson at one time employed 
an adsmith, but he believes that no one 


can advertise the Boston Store as well 
as he himself can. 

ae | , sleep and drink Boston 
1 Mr. Jam **T have 
no other hobby, and I doubt that any 


one with than 


Store,’” sai eson 


less interest mine an 
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ts,and the sell- | 
exceeds 
ot 
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- juarte Ts 
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s ago to look 

ty in which 
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he had in 


to 


rganize 





— — prepare as con- 


| vincing announce- 


ton 


frequent cl 
If my ads 


ood is they 


are as 
should 
lion 


the 


I 


ve, one ins¢ 


sized 
ut I am 
t to waste them 


n uninterestit 


or 
is 


store news.”’ 

‘* How has your 
advertising paid 
you, Mr. Jamie- 
son ?”’ 

‘*Very well, I 
think. Our busi- 
ness has grown 
steadily in the face 
of the hard times, 





it did not 
him in the 
that there were thirteen dry 
s stores already in the field at Au 
a city of 22,000 inhabitants—for 
all advertised in the good, old- 
ned way. 
put in his stock in a compara- 
y small store and began to pay his 
ey to the printer. At first it was 
r up-hill work, and then, just as 
‘tential energy put into the busi- 
literature began to produce re- 
hre swept through the stock. 
smoke-stained remnants were sold 
the insurance collected, and, with 
icteristic Scotch tenacity, Mr. 
eson prepared to go at it again, 
time with H. J. Cooper as partner. 
he Boston Store moved into the 


w. 


G. JAMIESON. 


until last 
amounted 
w“ ill be 


year it 
to over 
00,000, and it ater this 
ar. My average annual 
About one and 
three-quarters per cent of the vol- 
ume of our b Last 
spent $4,700 in advertising. Yes, I 
than the newspa- 
An occasional application of a 
well-printed hand-bill that really says 
beneficial. I use the 
with both inside 
and I believe 


best 


S 
Da 
y 


t expendi- 
ture for publicity? 


Isiness. 


year we 


use other mediums 


pers 


something is 
street cars li 
and 
them to be 
we 


be rally 
roof 


one 


cards signs, 
f the 
To show you what value I 
place on our roof signs, I may say that 
I was recently offered for them just 
louble the consideration named in my 
contract with Kissam & Co., but I 


mediums 
have. 
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turned the proposition down without 
much consideration.”’ 

‘*How do you value quality and 
quantity in circulations, Mr. Jamie- 
son ?” 

‘*T cannot see why one copy of a 
paper containing my announcement is 
not as valuable as any other copy. 
Every family has to eat, whether they 
take a high-priced paper or read one 
for which they pay nothing, and if I 
can’t sell them silks and satins I want 
to supply them with groceries and soup 
bones. In other words, I pay to reach 
the people, and the paper which circu- 
lates 2,000 copies goes into twice as 
many homes as the one which only 
prints 1,000, 

‘Do I make any attempt to ascer- 
tain just what I am buying when I 
send out copy? Most certainly I do. 
When I show a woman a dress pattern 
and tell her that it is all wool I expect 
her to examine it to see that I tell 
the truth. In the same way I am en- 


titled to explore a publisher's circula- 
tion when I wish to buy it.”’ 

‘*Do any of the publishers of pa- 
pers in which you advertise open their 
subscription books to you?” 


‘* No, but I have seen printed single 
editions of almost all of the daily pa- 
pers here.”’ 

‘*Did that satisfy you as to those 
papers’ circulations ?”’ 

‘*Not entirely: I agree with Charles 
F. Jones, of Siegel-Cooper, that there 
are better ways of obtaining accurate 
information on circulations than that 
of applying to publishers.” 

‘© Will you tell PRINTERS’ INK how 
you gained this information ?” 

‘* You, of course, know that in cities 
the size of Aurora papers are almost 
entirely delivered to regular subscribers 
by carrier boys. I make it a point to 
be friendly with every carrier boy I 
see. I speak to him, ask him how 
many papers he carries ; how many 
other boys carry papers in his office; 
if they all take out as many as he; 
how many the boy with the biggest 
route has; how many the smallest ; 
whether he ever carried any other 
paper, and, if he has recently, I get 
him to tell ‘about it. 

‘*T think that I have talked with 
fifty boys who deliver one or another 
of the five daily papers published here, 
and, taking this with what I am told 
by newspaper men, what I hear from 
outside sources and the returns I get 
from special ads, I believe I have a 


pretty accurate idea of what each | 
per circulates.” 

‘* How do you rate them ?” 

** About like this: News, b 
Express, 1,200 ; Beacon, 1,200; | 
Jreund, 1,000. The latter is a valual 
medium, as it reaches German fami! 
which usually take no other paper.”’ 

‘How about rates per inch, M 
Jamieson? Do you secure space in t 
Beacon and Express at one-half wh 
you pay the News? You do n 
Then why is it that you use those 
less circulation as extensively 


” 


3, 001 


as j 
do? 

‘*To begin with, I use every pay 
published in the territory tributary 
our store, but I am particularly pleas 
with the typographical excellence 
the ads set in the Beacon office. Th 
I value their semi-weekly edition f 
reaching the farmers. The /x/7 
has a clientage entirely its own, a1 
which I can reach through no oth 
publication.” 

‘* Will you tell the rates per inch | 
insertion which you pay for your pu 
licity ?’ 

‘The average is ten cents, but 
must remember that where I get t 
extremely low rate, I use 12,000 inc} 
a year, or a page a week, running it 
both daily and semi-weekly editions 

‘*Do you crowd too much matt 
into your advertisements, Mr. Jan 
son ?” ; 

**I do not think so. I try to mak 
every line tell an interesting fact, ar 
I am confident that most women r 
every ad I print. I aim to put sn 
and ginger into my business literature 
but I begin my work in my stock. N 
firm can successfully advertise b 
gains unless these will stand inspecti 
and my earliest efforts are direct: 
toward gaining a svstem which w 
permit us to undersel] all along 
line. I make the best possible disp 
of our goods and spend a considera 
sum each year in window dressing a1 
interior decorations. Modern adve 
tising methods have gone hand 
hand with modern business methods 
gaining success for the Boston Stor: 

H. B. Howarp 
_ > 
CONSISTENCY. 

“Write out an ad, double-co!umn, t 
inches, to the effect that the Blow is the or 
advertising medium worth considering,”’ sa 
the manager of the Da/sly Bow. 

* Yessir,”’ said the ad man. 

““And send a copy of it to be inserted 
all the other papers in town.’ 

“ Yessir.’’— Typographical Journal. 
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HIRES’ ROOT BEER CASE. 


The Philadelphia Court of Common 
Pleas recently rendered a decision re- 
straining George A. Hires, a relative 
of Chas. E. Hires, from putting up 
and selling a preparation under the 
name of Hires’ Root Beer. Below 
are given some extracts from the opin- 
ion of the presiding judge: 

‘* Whether this case be considered as 
one of infringement of a trade-mark or 
as a simulation intended and likely to 
deceive the public, the evidence is 
most conclusively with the plaintiff. 

**It is established that an article of 
commerce, known as ‘Hires’ Root 
Beer,’ by a long and costly method of 
advertisement, has attained a trade- 
mark and value peculiar to itself. The 
sales have reached an extraordinary 
yearly volume, and the article is known 
to consumers and merchants by the 
designation of ‘ Hires’ Root Beer,’ and 
often and perhaps as commonly by the 
name of ‘Hires’ alone. The shape 
and color of the cartons, as well as the 
general typography and substance of 
the printed matter thereon, and the 
shape of the bottles have also been pe- 
culiar to the article made by the 
plaintiff, and have served to give it 
commercial distinction and identity. 

‘*The respondent Hires, a kinsman 
of the plaintiff, availing himself of the 
sameness of family name, is about to 
manufacture and place on the market 
for sale a root beer which in all the ex- 
ternals of physical preparation and 
presentation is so nearly an approach to 
the plaintiff's commodity that, but for 
the use of the Christian or surname of 
the respondent Hires, it might be 
termed a complete reproduction of the 
plaintiff's preparation and device. The 
carton, its color, the substance of the 
printed matter, the bottle, the indi 
cating designation of title, all—while 
slightly varying from the plaintiff's de- 
vice—make up a trade commodity 
which, except to the sophisticated or 
closely inquisitive, would be taken to 
be a like article to the plaintiff's. 

‘*Tt is not necessary now to pass 
upon the question of how far a family 
name may be the subject of a trade- 
mark so as to exclude from its use 
others who lawfully bear it. The use 
of the family name in the present case 
only increases—most potently increases 
—the conjoined force and effect of re- 
spondent’s other devices in working the 
deceptive simulation. 

‘All cases of this character must 


depend upon their own facts and « 
cumstances. Actual fraudulent int 
can never be inferred from anyth 
outside of the case itself. 

‘The testimony in the case now 
fore us, we think, makes it indubita 
clear that the respondents’ purpos¢ 
their sole and only purpose-—was 
fabricate an article of trade whic! 
shape, color, designation of name 
general appearance, resembled 
plaintiff’s article, and thereby dec« 
and mislead the public and purcha 
generally. 

‘*It is impossible to come to a 
other conclusion but that this was 
main intent of the respondents. 
for the fortuitous identity of far 
name, it is clear that the respond 
would never have embarked in 
proposed commercial venture, and 
evidence shows that their studied | 
pose was to copy as Close to the app« 
ance and name of plaintiff’s article 
possible, and preserve similarity w 
yet presenting minor differences. 

‘* We find, therefore, upon the ¢ 
dence now presented, that the all 
tions of the plaintiff's bill are 
lished,” 


est 


+ 
MOODY ON JOURNALISM. 


It is one of the most ennobling and « 
cating of professions. In my opinion, ev 
theological student in the land ought to w 
on a newspaper for at least a year in or 
ssudy human nature and gain the know! 
that it is impossible to receive in the a 
emy, at college and in the seminary. TI 
the trouble with preachers. They 
know the men to whom they are preac! 
and with whom they are dealing; 
haven't a knowledge of human nature; 
best way to acquire all of which is thr 
work on the press. So, you see 
liever in the newspaper and of 
practical work which it performs. 
ple reach thousands when we reach 
dreds, and the results are correspondir 
large. — /nterview in. St. Louis Republic 
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Specimen Reports from the Newsdealers 
in the best residential section 
of New York. 


May 6, 1897. 
NEWSDEALER RETZKE, Lexington Ave. & 42d St. 

‘Since the new management took hold of THE NEw YorK 
Times the Daily and Sunday sales are away ahead of what they were 
this time last year. Customersare changing from other papers to the 
Times right along. I think my sales on Sunday have increased from 
18—the number I did take—up to 56, which I now take. The Daily 
was formerly 15 ; I now take about 35. I do not know of any paper 


that has increased like the TIMEs during the last three months.” 


May 6, 1897. 
NEWSDEALER Mrs. J. EMDEN, 408 Fourth Ave. 
‘*It seems to me as though every one that comes in has some 
good thing to say about THE NEW YorK TIMEs since it has been 


under the new management.” 


May 6, 1897. 
NEWSDEALER CLARK, Fourth Ave., near 30th St. 
‘*T do not know of any paper that holds its own like THE NEw 
YorRK TIMEs.” 


May 6, 1897. 
NEWSDEALER ROSENTHAL, 28th St. & 6th Ave , S. W. 
‘*Tne Daily TIMEs is going so good that last week I had to add 


more, The Sunday TIMEs is selling very good.” 


May 6, 1897. 
NEWSDEALER QUINN, 33d St. & Sixth Ave., S. W. 

**Sold every one I had of the Sunday TIMEs and had to get 
more on Monday. The Daily TIMEs is selling very good. In 
the last two months I have increased 50 on the Sunday Times and 
30 on the Daily.” 


Ask your own newsdealer about the constant increase 


of the circulation of the New York Times. 


THE NEW YORK TIMES. 


“All the news that’s fit to print.” 


» Ap A Ab Ade bb Ob Ot Abe Ob bbe Ob A Ae Ae ont 
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A ROMANCE OF REAL LIFE. 


Four O' Clock is the name of a Chi- 
cago monthly selling at five 
which recently attracted the special at- 
tention of the Little Schoolmaster, 
it lay upon his desk. It consists of 34 
pages, including the cover, and is 
printed on rough paper. A peculiarity 
of the illustrations is that they are 
separate from the body of the period- 
ical, being printed on smooth paper, 
and being pasted into their proper 
place often only at one end, so that 
onecan hold themin one’s hand. The 
first thought of the Little Schoolmaster 
when he observed this peculiarity was 
that it indicated a small circulation. 
He noticed, however, that a circula- 
tion of 75,000 was claimed. Being of 
an inquisitive turn of mind, he wrote 
to Messrs. Swift & Co., the publishers, 
to ask whether the illustrations were 
put in by hand, and hew, with a cir- 
culation of 75,000, they could adopt 
such a method. In reply, he received 
a letter stating that the pictures were 
pasted in by a process which the 
Messrs. Swift are endeavoring to pat- 
ent, and which enables them to put in 
the pictures at a cost not to exceed six 
or eight cents per thousand. Specific 
details were promised when the mech- 
anism was perfected and protected. 

Inclosed with the letter was a rate 
card, on the reverse side of which 
were some interesting figures, entitled 
‘*Our Growth.” From this it appears 
that Four O’ Clock was started in Feb- 
ruary of this year, with an issue of 
1,000 copies ; that re-orders and sub- 
sequent editions of this first issue num- 
bered 8,200, while the unfilled orders 
came up to 3,500. Copies of that 
number are now selling, the card in- 
forms us, at a dollar apiece. 

Skipping intermediate months, we 
learn that the edition for May was 
75,000 copies, of which 50,000 copies 
were advance orders of the Western 
News Company, of Chicago. 

Having digested all this information, 
the Little Schoolmaster turned over 
the card and expected to find the rates 
for advertising in correspondence with 
such a circulation. Judge of his sur- 
prise when he found them only $3 an 
inch per insertion, without discounts. 
He then examined the periodical and 
found it contained ten pages of adver- 
tising, including covers, a fair propor- 
tion of which avasfailroad advertising 
and other advertising evidently ex- 
change—aelass of advertising hardiy 


cents, 


as 
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to be expected in a periodical 
such a claimed circulation. 

The whole story of securing 75, 
circulation in three months was as 
teresting to the Little Schoolmaste 
one of Anthony Hope’s romances, 
ing indeed as great a strain on o1 
credulity. But for all that, it may 
a ‘‘romance of real life,”’ and is |} 


presented for what it is worth. It « 
tainly makes interesting reading. 


+o 
THE PROCESS OF LITHOGRAPH‘ 


Upon a stone found in the vicir 
of Munich, which has a peculiar q 
ity of absorption, and which has, 
prepared, a slightly granulated surfa 
a drawing is made with a crayon wl 
is partially composed of soap 
sinks into the stone. ‘Yhe draw 
made, the stone is covered with a 
which leaves the strokes of the cra 
unchanged, but renders the part 
the stone not drawn upon impery 
to printers’ ink. The stone is tl! 
immersed in water, which is absor 
so that when a roller charged with 
is passed over the surface the gr 
particles of the crayon strokes ret 
while the surface of the 
it. The stone, covered by a sheet 
paper, is now passed through a pr 
and the ink which has adhered to 
drawing is transferred to the pape 
making an exact reproduction of 
drawing, from the strongest to 
most delicate touch of the crayon. 
drawing on the retains its pr 
ing quality for an almost indefi 
number of impressions, though, as 
most reproductive processes, the ea 
impressions are finer. —Book Buy 


IT IS RECOGNIZED. 


The dictionaries do not | recognize any n 
ing of office which would j jus stify its use 
place where printing is carried on. Pr 
the business office of a printing office 
only part of the establishment entitled t 
word. The proprietor and the bookkeeper 
typewritist are the only ones who are reé 
justified in saying, *“* We are going dow! 
the office now.’’ The typos, ” pre ssme 
al., should say, “‘ We are going down t 
shop’’ if they wish to be exact. Cust 
sanctioned office, however, and its us 
probably sufficiently fixed to last for « 
uries This being the case, it is time tha 
dictionaries recognized the meaning in w 
printers use the word, that the knights 
stick may be backed by lexicographical 
thority.—Printer and Bookmaker 

In its list of compounds of the w 
printing, the Standard Dictionary gi 
the following: ‘‘ Printing-office 
place where book, newspaper or 
printing is carried on.”’ 
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stone 
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It reaches the people 
you want to reach—the 
purchasing classes of the 
entire Pacific Coast. 
Therefore advertise in 


The San 
Francisco 


The great family news- 
paper of California. 


50,000 THE CIRCULATION 50,000 





Charles M. Shortridge, D. M. Foltz, 


Editor and Proprietor. Eastern Manager. 


34 Park Row, New York. 
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: Local ltems 


10 SPRUCE STREET, 


The number of your daily paper which contains 
an item concerning you or your immediate 
neighbor is eagerly read by every member of 
your family. 

Every item in every issue of every local weekly, 
practically, concerns an immediate neighbor of 
every subscriber. 

It follows, naturally, that these papers are more 
thoroughly read than any others, and that adver- 


tising in them is extremely effective. 


Dollar for dollar, no other money spent for ad- 
vertising brings such returns as the money that 
goes into such village weeklies as those of the 


Chicago Newspaper Union lists. 
CHICAGO NEWSPAPER UNION, 
93 SO. JEFFERSON STREET, 


New York. CHICAGO. 


An advertiseinent can be inserted in all tne 1,500 papers of the 


Chicago Newspaper Union lists, covering this territory, as easily as 


in any single paper anywhere. These papers are issued from the 


largest towns and villages in the great Middle Wess. 
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NON-SECRETS., ted 
4 PHASE OF SUBSTITUTION. = ae ae ; dlntsad ef, che 28 


ilar demand, 
We are in receipt of marked cop 
the two latest issues of 
by Frederick St 
it, Mich., cz 
‘new idea’’ 
to advocate, 
is derived, 
y retal 
ictu 


twenty years 
Stearns & CO. conceived 
1” of reaping where tl 
n, they supposed they 
c discovery, and cl 
m-secret ” to describe 
of business and t 


bstitute”” articles. In 


however, that Messrs 


are mplaining 


S They 

the pater 1 
plain how ‘ unprofes- 
nh ( 


ple irmacists to deal in 
the 
ne of these ‘‘ non 
preparation made i 
t} 


i ‘*non-sec letary nostrums ;’’ 
Id as the 


ey have bee 

Ww easy it wi ] he to 
tomers who have been 
is store by the ad 


patent or propri 


, “ runt 7 292 
’* The definition is go 


coes, but let us get at the tr 
iness of this non-secret bus 
e what it really is. Let 
that some pharmacist devis¢ 
1 for making a preparation whicl 
eves to possess medicinal value 
1¢ manufactures it in small 
and sells it only to the 
come into his store 
tell their friends about t 
by and by, without, perhaps, mucl These o prate : 
rt on his part, he has secured quite the ‘* pate me i vil :” the 
lemand for it He becomes con- the men wenty-one ye 
1 that his article is really valua- have not ceased ‘sound the toc 
looks around for some man of for the | o the 
to join him in advertising it to druggists « r inwardness of 
public He forms acompany, and, the nostrum trade ;”’ are the men 
er having gotten everything in read- who call patent d 


medicine manufact 
s, begins to advertise on a large urers ‘‘fakirs,’’ who profess to regard 
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them as ‘‘ outlaws, without any rights 
which any one is bound to respect,” 
and who ‘‘ exist because of their skill 
as pretenders to virtue that they do 
not possess.”’ These are the friends 
of legitimate pharmacy! From such 
friends all pharmacists who love their 
profession will say, ‘Good Lord, 
deliver us.” 

If the original, genuine medicine is 
a vile product, is the imitation of it, 
made by one of these non-secret houses, 
any more ethical? If it is a criminal 
offense to manufacture the original 
patent medicines, can a non-secret 
manufacturer sanctify the crime by 
making imitations of them? Without 
stopping to inquire whether any or all 
of the so-called patent or proprietary 
medicines are ‘‘ frauds and humbugs,” 
how absurd, how hypocritical for the 
non-secret manufacturers to so charac- 
terizethem! Are they not engaged in 
the same Domthey not sell 
the same class of goods? No, not the 
SAME, but as nearly like them as they 
know how to make them, with this dif 
ference against them as compared with 
the regular patent medicine man: the 
non-secret manufacturers o7iginat 
nothing. They wait until the other 
man has devised the formula, spent his 
time, money and labor in creating a 
demand for his article ; then, and only 
then, do they enter into the manufact- 
ure of the ‘‘hated nostrum.’’—A a?’ 
Drugegist, St. Louis, Mo., May, 1897. 


NOTES FROM ENGLAND. 


business ? 


j 


The snippet papers, that is, papers 
of the 77/-Aits class, are rendering 
yeoman service to their best friends, 
the advertisers. In fact, there never 
was a time when advertisements were 
read so closely by young people of both 
sexes, who are trying to solve catch 
phrases in famous advertisements 
Even established cycling papers have 
descended to this trick for catching 
new subscribers. Thus, the Crcé of- 
fers a bicycle for solutions to picture 
puzzles representing some tire, bicycle 
or In other cases cash 
prizes are offered. 

* 


accessory. 


* * 


By the way, acatch phrase, invented 
by the Prudential Insurance Company, 
Newark, N. J., has been coolly apro- 
priated by a London outfitter named 
Gamage: ‘‘ The Prudential (insurance 
company) has the strength of Gibral- 
tar” has been transformed into ‘‘ The 
Gamage (cycle) has the strength of 
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Gibraltar.” Advertisements of Engli 
cycles show considerable improven 
upon those which appeared 
months ago, thanks to American 
genuity. But there is too much of 


twe 


tendency on this side to declare a | 
ticular machine the best without giy 
reasons why it is the best. 

oe ** 


Certain adwriters in the States 
sider England an unexploited fic 
they invaded it, they would have 
labor and wait many weary years 
fore securing recognition. John | 
is a most conservative animal 
thinks himself better than his neigh! 
knows not only his own business, 
that of everybody else. Talent 
skill are not appreciated here. 

* + * 


A company has been formed in I 
don, with Mr. John Hollingshea 
chairman, to acquire Paul’s anim 
graphe, and to extend its present { 
of operation, notably in the direct 
of animated advertisements. 

“ , 

Cleanliness may be next to 
ness, but the biggest advertiser s 
the soap, not 
tises soap on its own merits, but 
cause he bribes the public. Tl 
Messrs. Lever Brothers offer ca 
bicycles and watches to buyers of tl 
During the present year tl 
expenditure in ‘‘ Sunlight” and *‘‘] 
buoy” competitions is advertise 
£66,156. Other soap firms offer s 
dresses, gold and silver brooches, 
tea services. But last year Mes 
Joseph Crossfield & Sons took a1 
tirely new departure from the b 
track by the offer of a free life as 
ance policy. They spent £2,00 
advertising their scheme, but it tur 
out a failure. The working cl 
didn’t want life assurance. Perhay 
bottle of whisky might have beer 
preciated. A. ARTHUR READ! 

tle 

ADVERTISED IN THE “*OBSERVER 

The “ Best Tonic” is again adverti 
this week’s New York Odse? ve? Some 
ago it was stated in these columns that ir 
tigation in various quarters had brought 
very satisfactory assurances regarding 
merits. Since that time further assurar 
of the same character have been receive 


This preparation is a tonic, not a bevera 


ard it will unquestionably do its work w 


—N. Y. Observer, May 6, 1897. 


most because he adv« 


soap 


- 
THE RULING PASSION 
Prison Librarian— What sort of book w 
you like to have? 
Convict— Got 
Puck, New York 


any bicycle i= 


catalogues 
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“AT NO OTHER STORE ON THE 


SAN You “FIND Lee Ae 
For AS 





THE 816 STORE OME OF LA — re. mat ary 
meer “me AT THE FOUNTAIN — 


ABOVE are reproduced 


used during the 


summer months 


New York City. 
hes dee p. One two of 
is. F. Jones, the advertising manag 
These advertisements 


The originals are 


or 


s living too far away from New Y: 


need in the daily papers, but still 


rk not to be particulariy interested in mail order service, 
a month anyway and usually « 
desire is to impress upon them the name 


ty once or twice 


eneral features of many of the st« 
pin DYLD HORSE, 

ston dyer hit upon the device of 
ne of his horses for advertising 
calculating that 
raise an outcry and invoke 
of the society with the long 
>. Things turned out just as had been 
ted. The horse in its brilliant coat 
a sensation wherever it went in the 
ifts of the dyer’s wagon, and before | y 
newspapers were printing letters from 
ider-hearted persons, wh decl lared that the 
> was dying of slow poison and that the 
r ought to be “df r abusing the 

Here eo dyer’s opportunity ar 
improved it in a letter to 
in which he aateenet 
perhaps better off fe 

Np me at our faciory,”’ 
sing tradesman, “ have 
es every day, and 


shrewdly humane 


puld 


nterference 


Ss Ww 


yrosex ute 


an evening | 
that the hors« 
his coat of d 
wrote tl 
their b 


is ente 
ands in the 
certainly there are no 
ealthier men to be found.’’ Then, with an 
t — 1ess, he alluded to the fact that 
>» hundreds of dresses and garmenis 
I y, and have yet to hear from a 
poison’ from dyes.”"’ The implied appli 
cation must have struck the friends of the 


ase 


two 
them were 
er, explains the ol 
are based upor 
rk t to be 


1in prices, which are placed on special sale fr 
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THE BIG STORE HAS 


THE LARGEST 
AND MOST CCMPLETE 


GROCERY 


IN ALL AMERICA 


THE GOOD AND THE pypp 7 


voy Ane Sart wate vou 
“tM ane 


a 
a9} ony 1 


Meer ME 
AT TwE FOUNTAIN 


—r — _— ~~ 
| ON MERCHANDISE AMOUNTING TO $52: OVER FULLY PAID FOR AT 


TIME OF PURCHASE, WE WILL PREPAY a GHT TO ANY RAILROAD 
STATION WiTnin 100 SHIPPING MILES OF NEW YORK CITY 
yer 


EVERYTHING THAT Man woe 
OR CHO Cam WEAR. USE OF LAT. 


GETTER GOODS FOR LESS MONEY 
THAN OMY OTHER MOUSE 1m AMEMICe 
aippanmanteecasanmanannel 





two of a series of sixteen advertisements which will 
by the Siegel- ooper Co 
ty in weekly papers located thirty to fifty miles from 


of New 
the boundary 
and three colum ie, 


published i pril and 


York 
ot 
six to nine 
May Mr 
ject of these ads thus 

they ad by per- 
respond in person to the 
and an- 
enough to New 
to the 
at such times 


line 


the idea that 


I will be re 
be able t 


d iy 


m day to 


a people live near 
as they come 
lo their 


and 


shopping 


magnitude of the store and 


CKS ¢ 


irri 


el 

INDIVIDU 

nt struggl 
ay 


ALITY 


rakir 
Chis individ 


rality 
where it 


appe irs 
characters. Shz e types, plain 
than fancy rm: y of i 
play, and de tl 
strai 


sition anc 
ns written in brief, s 
ghtforward terms are the element 
ine that for 

h it is 


coml to give 
dividuality without whi 


le. Mail and Exp 


advertising 


rarely 
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THE AD MAN’S DOUBLE DUTY 
By W. R. Hotchkin. 

Live up to your ads, and good ads 
will make business ; but adver- 
tising unfulfilled, be they 
ever so well written and placed, will 
not pay what it costs to print them. 
‘The more the public is told to expect, 
the greater will be its criticism. The 
more a good advertiser says about points 
of quality and service which OUGHT to 
ra in a store and its re 
by the readers of the ad are found to 
be lacking—the greater will be the 
dissatisfaction aroused by the compari- 
son between promise and pe rformance. 

In the ad man’s mind are constantly 
arising ideas about good things to say 
—facts that he knows would appeal 
quickly and forcibly to customers— 
things that if done would make shop- 
ping in his store or buying his goods 
more pleasant and satisfactory. 

In most cases these ideas are inno- 
vations on established habits. Their 
and betterness are their at- 
traction. Their desirability may be 
indenied. The ad man will perhans 
have no difficulty in convincing the 
proprietor of the house that the sug- 
ge sted policy should be carried out. 
He may receive permission to adver- 
tise the matter, and have the firm's 
promise that the policy shall be fol- 
lowed. He becomes enthusiastic in 
his ads. He attracts attention. The 
people are tempted to come to the store 
for treatment or goods of a sort which 
the ad has made them belieye will be 
better than what they have obtained 
before. 

They come ONCE; and they go 

They don’t come back. 

Why ? 

Because 
one way. 

The firm thought it was a 
thing, but the firm had other things to 
attend to, and they were not boiling 
over with the necessary enthusiasm to 
push it. The salespeople stuck to the 
same old ruts, and the people were 
disappointed. 

The ad man’s duty is not done until 
the customer whom he has attracted is 
served and satisfied. Perfect success 
demands that the policies which he ad- 
vocates and advertises be enforced to 
the letter. If his policies are not 
good they should ~ be advocated, 
but being judged by the firm to be 
good, and being advertised, it is of the 
utmost importance that they be carried 


gt 0d 


promises, 


newness 


the ad man only prodded 


go dd 
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out. The ad man should not stop w! 

he has convinced customers that 

should visit his store or buy his gi 
-he should be tireless in his end« 

to have both goods and 

the standard he has set in his ads. 

He will doubt create jea 
among floor managers and hurt th 
fogy pride of some stoc k-ke Cc pt rs 
salespeople, but that is his duty. 

An effective ad man is a constar 
ritant. He must make 
keeps things stirred up and kee; 
wheels out of the ruts. 

He is also the attor 
as it were—employed by the fir 
procure satisfaction for 
He fights all the battles f 
people, and if his work is don 
oughly they will have no quarrels 
the store. 

The ad man prods the 
they may know what his 
but he should no less actively pré 
employees, that they may know w] 
offer and how to offer it. 


service 


no 


every etl 


customer’s 


their cust 
ers. 


peopl 


store 


aim at 1 


ALI 


ing a distinct impression. 
- 


advertising should 


TTT TET TTT ETT Tree 


HIRES 


Rootbeer 


Carbonated. 
Corked-up health—ready for your un- 
corking. Sparkling, snappy, thirst-allay- 
ing HIRES Rootbeer, ready bottled. 
Nothing in it but roots, barks, berries, 
distilled water—and healthful enjoy- 
ment. Quenches your thirst, gives you 
an appetite. A draught of it 


ealers. 


1[RES CO., 


act 
formerly, by all 
THE CHAS, E. 
Philade!phia. 


TTTTVTTICORITUUGLILLUCUULTTIUMGORDLOLE LLULLOUHLUCLUO CUE PUUUoTi Ee 
of the = res Rootbeer ads 
pear to suggest, by their snappy st) 
the sparkle and effervescence that char- 
acterize the beverage they advertise. 


SOMI 
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riage of one-half-ounce letters anywhere A FIN DE SIECL 
, i The ten years since 1886 


rs and an annual expenditure of $37,0« 1 s 
r Washington, it had grown in 1886soas telephone offices shall 
postmasters and $44,000,00 
penditures, and this with a « 7 
charges, which by that ™an can est ate 449} 


AN ATTRACTIVE POSTER. 


OF THE PUST-OFFICI partment increased to 
- ter ne 

e growth of the Post-Office Department masters and $92,0 

re phenomenal than that of the Repub- # will be even ten years hence, if the pro- 


Starting with seventy-five post- posed reduction of letter postage t 


9 OO 


be 
Government, with low 
mstantly Office in the land, in to 


three cents for the 


the Post-Office De- bines,”’ was the chilling reply 








shall be made, and especially if telegraph 


rates, at 


‘** Trust me, dearest,”’ he said, ** and be my 
iced to twocents for bride.”” ‘* I’m opposed 
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THOSE PABST INACCURACIFS. 
CuicaGo, May 5, 1897. 
Editor of Prixters’ Ink: 

On page 28 of your issue of April 21 I no- 
tice a criticism of two of Pabst’s designs. 
Since you have been so kind as to give up 
your v — able space to said criticism, I sin- 
cerely hope that you will let me have the 
same privilege, and allow-me to reply. 

As to the Boston Tea Party design, in 
which Mr. Bennett objects to the “whole 
chests of tea, instead of having them broken, 
as they really were, the artist had license to 
make the change, for had he attempted to 
show broken teachests, giving them the same 
appearance they had in reality, I doubt very 
much if any one would have recognized them 
as teachests. Asa further illustration that 
this is not such a bad break on the part of 
the artist, I refer to one of Ame ’s great- 
est illustrato s, Howard Pyle, who, in his 
frontispiece, illustrating the “ Ballad of the 
Boston Tea Party,’ * shows almost identically 
the same and the chests are no more 
broken than in the Pabst design. Is it not 
strange that two artists should illustrate this 
tea party in almost identically the same way ? 
I believe they are perfectly entitled to take 
this license. 

Now, in reference to Old North, or Christ 
Church steeple, I will admit that our artist 
has again taken license in this design, but to 
Mr. Rennett’s sweeping statement that our 
“* steeple resembles the steeple of Old North 
or Christ Church about as little as possible,” 
I must take exception. Our artist has taken 
the liberty of placing the Pabst trade-mark 
in the place where the clock should appear. 
We have shortened the turrets somewhat, 
purposely to bring out the figure of Paul Re- 
vere to better advantage, but aside from 
these slight changes, the fragment, as shown 
in the Pabst design of the steeple of Old 
North or Christ Church, is as nearly accurate 
as can be drawn. Possibly Mr. Bennett may 
say that the lamps held by Paul Revere di 
not cast such rays as indicated in our desig 
In this, I would agree with him. On the 
other hand, sh« uld we take out these rays, 
the attractiveness of this design would be 
lessened fifty per cent. 

it may be, being so many hundred miles 
away from Bost: n, the center of intellect, we 
are not so well posted in some things as our 
Boston friend, but when it comes to historical 
facts, we belie are just as good Amer- 
icans here in the West as our friend at Bos- 
ton. Yours very truly, 

Oscar E, 


SC ene, 


“ve we 


BINNER, 


——" . 
FROM A SYMPATHIZER. 


Newark, N, J., 

Editor of Prinrers’ Ink 

Referring to the notice in your April issue 
in regard to the calendar entitled * Art 
Critics,’” Mr. Katz, Mr. Geo. B. Johnson, 
etc., have you not de hat from 
your well-known impartial reputation in this 
case ? Jo you honestly believe what you 
have published—that is, that it was the 
cents th: at Johnson had in his mind? 
you not give nim credit for just a little 
ciple and a desire for justice 
Can you blame Johnson for taking it for 
yranted that the reading notice he saw in 
-RINTERS’ INK was equal to all the previous 
notices he has seen therein? Do you think 
he would spend ro cents or more in postage to 
recover rocents? Do you not think you would 
me something similar to what Johnson 
mself, under the circumstances —viz. 
if 3 you had sent payment for something and 


May 8, 1897. 


iated somew 


h ave ¢ 


did not receive it, do you not think you w 
have at least expected a reply, and w 
you not even out of curiosity have tri 
find out if the offer were a bona fide 
Hoping to see this letter printed, if it is 
to raise Mr. J: yhnson’s spirits, as he ha 
sympathy—*‘ there are an "—I re 


yours very truly, . L. Ku 
THINKS IT VERY, ‘VE RY BAD 

Jackson, Mich., May 1, 185 
Editor of Pri INK: 


I think the inclosed ad, clipped fr 


HE 


NTERS’ 


Who ts Responsible? 

Under the above question Brother 
Orwick says there are 300 couples 
Jackson living together withopt 1! 
marriage vow. It is a horrible stat 
affairs morally, and financially it ie dis 
tressing. The county loses the !i: 

the clergy loses the sunevinge Tee 
a “Bennett’s Art Store’ loses th 
framing of the certificate. I can’t hel; 
it. I don’t know the parties. I a 
here waiting for the.jobs, with the fin 
pone of mouldings ever opened in Jack- 


_ they will get married. and be d 
cent, I wiil frame the evidence ver 
cheap. 1 make frames to order, and | 
have sone pictures that are marve! 
beauty, surprising cheap. Brother O 
wick intimated that art stores carri 
pictures immoral in effect, but he d 
not mean my store. He had in mind 
some store in Pingree’s place, o } 
windy city of the west. My store is 
headquarters for the ladies’ art-and | 
erary clubs, and associated charities 
and theozophical ideas. Come in and 
wait for the care that bappen alor 
sometimes. Ww. W. BENNETT 


Daily Citizen, a striking example 
advertising should not be 
Surely the Little Schoolmaster’s mis 
not yet suited G SNYI 
[T's ow "ARM. = 
The fiery effusion here printed 
ad of Druggist Wilson, of.Ca; 
Mo.: 
Press me closer, all 
Warms my heart for thee alor 
Every nerve responsive thr 
Each caress my being fills. 
Rest and peace in vain I crave; 
In ecstacy I live, thy slave. 
Dower’d with hope, with promise b] 
Thou dost reign upon my 
Closer still, for I am thine; 
Burns my heart, for thou art min 
Thou the message, I the wire— 
I the furnace, thou ! the fire— 
I the servant, thou the master 
Roaring, red-hot mustard plaster. 


my own3 


breast 


+o 
NOT PIONEER WORK 
Mr. H. H. Warner, in his 
newsp soliciting free 
have been called the pioneer ar 
vertisers. Whether merited 
fact that I taught the pro yprietary 
advertisers that it was possible to us« 
pages in the newspapers - a single ir 
and receive a corresponding profit.’ 
Warner is now engaged in soliciting 
free—not pioneer work, 


apers 
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A CRITICISM FROM MICHIGAN, 
Jouns, Mich., May 4, 1897. 

f Printers’ nx: 

yse a card which I received a few days 
ym the Newton Rubber Works. The 
1ys that “ Newton tires are four times 
than any other tire.’’ I do not believe 
I do not think any one will ieve 
ur hi andred per cent improvement 


ST. 


nd re 
Tet t 


\ 


NEWTON TIRES 


ther tire. 


WHY? 





Four times Better than any « 
WHY ? WHY ? WHY ? 
Because 
Twice as far with Half the Exertion 


than 


WHY 


yne can ride 


n any other tire. 


ept inclos Souvenir with the 


NEWTON RI 
Upre! 


I 


H BER WORKS, 


NEWTON 


unexpe 
thor 


Jon’t y 


cted, i 
think that if this c 
laimed a fifteen or 
improvemen 
ven some f{ 
elr advertis 


ad < 
er cent 
then 


< or 
ll ner 
reasons 


uld have 
sS CORBIN 
~-_o 
IN BIBLICAL PHRASE, 
ew YorK, May 
P INK 
, the printer, uses the advertisement 
it came to pass in those ¢ daxp “that 
was one Frank, whose surname was 
a cunning craftsman and wise in the 
ng of books, papers and all manner of 
nery, such as men do use. And he 
red together much of machinery and 
es of divers sorts and many skilled work 
Fr. W. TUTTLE, Printer. 
p STREET, New York 
and came and dwelt near the way 
goeth up from the river to the west 
which is called John, near unto the 
ng thereof with Gold. And there he 
and wrought diligently, and men mar 
at the excellence of the labor of his 


10, 1897. 
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a certain 
RY Hype. 


me there is 


ut it. HEN 


~~ 
ARTISTS 
May 6, 1897. 


SOAP 
Pot 
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NOTES. 


A cov INTRY dentist out West advertises 
that he “ spares no pains. 

A PHILApecpuia firm advertises for 
large boy to fire under a boiler.” 

Barks and Cackles is a paper in Topeka, 
Kan., devoted to dogs and poultry. 

W. B. Powe t,,Lacon, Ill., publishes a 
sheet of 100 drug ads, which he sells fora 
dollar. 

Ir is said that the first art department ever 
established in any newspaper in the world 
was established by the Boston Gloéde. 

Ir is said that Dr. Chauncey M, Depew 
is the heaviest individual stockholder at the 


“a 


present time in the /enny Magazine, N. Y 
** Dream robes, only a dollar,” is an up- 
town haberdasher’s sign. Near it, in the 


window, are men’s red and blue flecked 
nightgowns. 

Unpver the title of ‘‘1oo Ads that Have 
Paid,”’ the Star Publishing Co. of Norwich, 
Conn., publish the introductions to 100 shoe 
ads. Price, $1. 

Tue Michigan 7radesman, Grand Rapids, 
Mich., of May sth contains numerous articles 
on How to Successfully Conduct a Retail 
Grocery Store. 

“No nicotine in these tigars—they are 
sure to draw,”’ is the legend in a Fulton 
street stationer’s window. The so-called ci- 
gars are not of tobacco, but belong to the 
pencil trade. 


“ Surrasve for an alderman” is one of the 
phrases employed in advertising a saloon for 
sale in one of the Chicago papers. The 


writer of that legend evidently knows enough 
to be somebody else’s adsmith. 

ENveLopes are out of fashion among the 
elite of Germany. In place of them has 
come in the old-fashioned way of folding the 
large sheet of written letter and sticking it 
with se aling wax.—/nland Printer. 

Tue American Wine Press is an interest- 
ing monthly, published by L. J. Vance, well 
known to Printers’ Inx’s readers as a con- 
tributor. Mr. Vance’s knowledge of wines 
is said to be exceeded only by his capacity 
for imbibing them. 

Mr. Pierce Unperwoop, who represents 
the Outlook, Independent and other religious 
journals in Chicago, issues a be: autiful 1a arg 
catalogue which he simply calls * List. ft 

full of attractive half-tones, and well 

worth preservation for this reason. 
Tue little manuals that emanate from the 
house of T. J. Carey & Co., New York, seem 
to be getting more popular than ever. The 
latest is called ** Manual of the Republic,’ 
and contains naturalization laws, the United 
States Constitution, and other matters of 
cognate interest. 

Tue members of the medical profession of 
Atlanta are muc h exercised over the impend- 
ing trial before a medical court of thirteen of 
the best known physicians i in the South on a 
charge of breach of ethics in permitting their 
pictures to be printed in the newspapers.— 
Fourth Estate. 

‘“* Come, give me a kiss,’ said a husband 
to his wife.”’ All this is the startling head- 
ing of a placard on the elevated railroad put 
up to advertise the Atorine Dry Dyes. he 
husband asks the question, because his wife 
has so improved his hat by the use of the 
aforesaid dyes. 

Tue undertaker who occupies half of a di- 
vided store in Columbus avenue, near Eighty- 
ninth street, is negotiating, says a morning 


is 
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paper, with a druggist for his occupancy 
the empty half The arrangement may be 
mutually fortunate one, if effected, but th« 
must be some lack of the sense of humor j 
the one who suggested it. 

AN advertising agency in Chicago has beer 
making offers to Illinois papers during t! 
ast week for the insertion of reading matt 
avoring a certain measure recently 
duced in the I}linois legisiature. The 
advertising space in politics is likely t 
come an interesting feature of the advert 
ing history of the future.—Fourth Estate 

Tue following has been introduced int 
Legislature of Illinois: Sec 1. Be it ena 
by the people of the State of Illinois, rey 
sented in the General Assembly, That w 
ever advertises, prints, publishes, distril 
or circulates, or causes to be advertis 
printed, published, distributed or circulat 
any circular, pamphlet, card, hand bill, a 
vertisement, printed paper, book, newspa 
or notice of any kind, with intent to pr 
or to aid in procuring, any patient for 
treatment of any venereal disease, r 





us¢ 





this State or elsewhere, shall be fine« 
than one hundred dollars or more tha 
thousand dollars for each offense. 
ALL IN THE TELLING. 
Mr. A. Arthur Reade, an adwrite rof St 
port, England, occasions all ly sends Pr 


ERS’ INk pretty little specimens of his w 
In a little booklet called ** Jones Had a N 
Coat,” he tells the following: 

Che best story may be spoiled in the t 


ing. You remember about Jones and hi 
coat? Jones was poor, and when Smit! 
him in all the glory of a new coat, | 


called upon to refer to and admire it 
* Jones, my boy ! it’s splendid, but it 
bit short.’ 


wee 

* That's all right,” said Jones; “‘ it w 
long enough be fore 1 get a new one.’ 

“Ha! Ha!"’ laaghed Smith, and chu 


his way down the street. 

“Why these smiles ?’’ asked Robins 

Smith explained that Jones had a new 
and when he (Sm ith) had remarked it wa 
short, had said it would be a dong time 
fore he got a new one. 

So with your booklet. Your booklet is 
story of your business. Even if it is ag 
story, you must tell it we . 


> -——_ 


HOW TO SAY IT. 

There is a large class who delight to s 
in newspapers as wits or poets, and anr 
their wares in second-hand jokes or in 
gerel fit to set the teeth of a dull saw or 
If their object is notoriety or a laugh, this 
the way to attain it; but if it be business, 
would seem better to use the languag 
business. Leave clowns’ jests to the cir 
and let sober men speak as they act, with 
rectness and decision. The oom wor 
that will convey the advertisers’ ideas 
the right ones.— Horace Greeley. 

ee 


} 


VALUE OF SE OND-HAND LETTERS 

Letters of late date in original envel 
are worth money; those containing or 
with money inclosed are the most valua! 
The class in answer to anything offere 

“free’’ are the lowest grade, bringing 
mere nominal price, and are usually bou 
up by publishers who want to sustain ah 
water mark in circulation 1n order to au 
their advertising rate which the floo 
the country with s ample copies enables ther 
to do.—Advertiser's Guide. 
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TYPES AND PRINTING. Canadian murder case which possessed great 
The first Amer.can power press was in- interest for readers in England was in prog- 
vented in 1822 by Treadwell. Printing in ress in Ontario, the /Zmes published a daily 
iised characters for the blind was invented verbatim report, covering columns, trans- 
n 1827. The London Booksellers’ Associa- mitted by cable. It made no outery about 
n, a monopoly, was formed 1829. The this feat; it did not direct the attention of 
Washington press was invented in 1829 by its readers to its enterprise. Such things 
uel “Rust. In 1830, 852 papers, 50 daily, it maintained by its attitude were so common 
ere published in this country. In 1830 a with the 7imes as to be expected by every- 
eet 13,800 feet long, 4 feet wide, was made body, and therefore required no comment.— 
England. The Adams press was invented Ne spapgerdom, New York, 
Samuel Adams, Boston, 1830. Cloth bind- ae 
g superseded boards and vellum about 1831. BATES’ , ESSAY ON | MAN. 
1836 Baxter patented a process of picture Man is a very complex animal. He was 
nting by different blocks. In 1539, 2,032 born with a great many wants implanted in 
imes of new books were ' printed in Lon- his nature. “a. the world grew older, new 
Rubber backs to very heavy volumes wants came to the surface. In many cases— 
re introduced in 1841. Anastatic printing, jp most cases—he did not know he had those 
nsference to zinc plates, was invented by wants, until the means of gratifying 
aldermus, 1841. The first illustrated paper were offered. Very often it was through ; 
as the London /é/ustrated News, 1842. A vertising that the means were offered 
pe setting machine was invented by James that advertising did not create 
ing in 1842. The rotary press was in- Jt merely announced that the time 
nted by Hoe, of New York, in 1847. In when that particular want could t 
848, during the French Revolution, 400 new |] the discoveries of science and 
upers sprung into existence in Paris. In belong to this class. In time to come man 
843, 1,631 journals were published in the wil] find new wants within himself. He will 
ited’ States. The papier mache process demand things about which he knows noth 
was first used in France, 1848, for books. Im jing now. And then some sophist will arise 
2,526 papers were published in the up and say that the advertising used to an 
ited States. Printing types were first nounce where these new demands may be 
trofac ed with copper about 1850. Color supplied has created the demand. Advertis 
nting by machinery was first done by ing in every instance tells where a demand 
Leighton in 1851. Stereotyping was used for may be supplied. It never creates the 
ting the London /imes in 1856. En- mand, He who thinks otherwise does t 
raved copper plates were first electrofaced |,now what adverti sing 
th iron about 1855. Hoe’s American press Bases’ Criticisms. 
s introduced into London in 1858 ; 25,000 Stipa 
our. In 1860, 4,051 journals were pub- FOR rT LE PEOPLE. 
hed in the United States. In 1860 the The San Francisco Bud/etin inserts in the 
erican papers printed 928,000,000 copies. middle of one of its pages containing ** want 
1861 the papier-mache process was used in ads’ ’ the following notice of competition: 
w York for dailies. In 1862 vulcanized ‘ Find among the c 
ber was employed for printing by John the last name of a popular well-known au- 
ghton. The Walter press was invented thor , mprising 7 letters. Each letter is the 
r the London 7imes in 1862; 7,000 aM beginning of a word, and confined to one ad- 
r. In 1868 Marinoni’s press at Paris vertisement in this Saturday's Bu /etin’s 
ted 36,000 an hour, In 1870 there were classified columns. The first letter is the 
uper factories in the United States. In sixtee nth from the beginning of the ad. The 
there were 5,871 a raes Then printed in individual ser ling the correct name and the 
United States. In 1876 Meyerstein pat- greatest number of other names of well- 
1 a process of printing many colors at [nown authors in the same ad, using the 
impression. The Ingram web- rotary same system, will be aw varded a prize of $2.5 
for illustrated papers, was put in use The one sen: jing the second greatest nu ps ber, 
The Clowes type- setting machine, jn¢ luding the correct one, will receive $1.5 
tric, was exhibited in London in 1877. In and the third will receive $1. Find the ad- 
+ 4.393_new works and 1,475 reprints were vertisement, cut it and send it to the 
ed in England, In 1880 there were 980 Prize Editor, Bud/etin. All answers must be 
, 8,718 weekly and 1,075 other papers in sent by mail, and the first ones mailed will 
S ‘can The aggregate copies of Amer- be recognized. The hour on the postmark 
in papers issued in 1880 were 2,077,559,675- will be taken as the guide. Do not send special 
e daily newspapers began the use of illus- delivery.” 
rations about t 1884. The Country Editor. 


+e — 
BERAL POLICY OF “THE TIMES.” 
If the London 7imes has secured Rudyard 
.ipling as its Cretan correspondent at $5,000 
month, it must be remembered that the . 
rvice is dangerous and the man famous. se: a : 
he 7imes is a liberal paymaster, and getting Classified Advertisements. 
best opinions and services, it maintains Advertisements under this head tio linesor more 
ead as the most famous journal printed without display, 25 cents a line. Must be 
he Englishtongue. Its Paris correspond- handed in one week in advance 
nt is reported to draw $20,000 a year and WANTS 
expenses of his clerical assistance. Cor- nnd B In 
pondents at Vienna, Berlin and other cap- \ 7 ANTED—To buy, notes on John Wedderburn 
tals receive salaries that guarantee their & Co., from editors. NEWS, Gaylesville, Ala. 
egiance to the 7%mes and enable them to W ANTED—Printers to try our half-tones. 1 
iaintain that good appearance so essential col., $1; 2 cols., $2. BUCHER ENGRAV- 
obtaining entrance to and footing in Euro- UNG CO., Columbus, Ohio 
ean society. The Times always does great 7ANTED—More printing from the class of 
things in the quiet way habitual to those to eople willing to pay for the best. WM. 


whom their performance is easy. Whena JOHNSTON, 10Spruce St., N. 


is.—Chas. Austin 


assified advertisements 


a 
APPEARANCES ARE DFCEPTIVE., 
Many a sweet young thing with a soft face 
has hard elbows in a bargain-day crowd.— 
lhe Buyer. 
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DVERTISER'S ADVISER avoids risks and 
booms business. Particulars free. PROF. 
ANDE RSON, P. 1. 57, Masonic Temple, Chicago. 


c ARTOONIST desires | position ; good on por- 
traits and also cover assignments ; samples 
submitted. “ ARTIST,” Box 138, Harrisburg, Pa. 
\ ’ ANTED— Advertisers to know that the News, 
Sunday and Wee kly, has been in existenc 4 

years. Sunday, 2 cents a copy ; weekly, 
ear. Reaches the best homes. For saben s 

M. SHAFFER & CO., Youngstown, O. 


( NE of the best-known advertisement writers 

and managers in New York wants a position 
with a large manufacturer or merchant at $5,000 
a year for entire time or $3,500 for part time 
There are 2 firms in New York who would want 
this man quick if he were at liberty to give his 
re x ag in this advertisement. Address JOHN 
BL P.O. = 18, Madison Square Branch 
ie york P.O. 









write C. 
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MAIL ORDERS. 





OW to make money in n the mail order busi 
ness ddress J. y & CO., Pub- 
lishers, 22 City Hall Place, New w RY ork. 


—- — 
MAILING MACHINES 
Ths Matchless Mailer ; best and c heape: 
REV. ALE XANDER DICK, Meridian, - 1 
ee 
ADVERTISING 


By 





\GENCIES. 
wnything anywhere 


P. ROWELL 
» New York. 


1% you wish to advertise 
at any wae write to the GEO 
ADVERTISING C°., 10 Spruce St. 








+e 
STEREOTY. PING M. 1CHINERY. 
OTTER job stereotyping outfit is practical , 
type always cold, no beating with a brush. 
Send for book. B. F. CURTIS, 
New York 


134 Leonard St., 


= -owe = 
SPECIAL AGENTS. 


H.2 . LA COSTE, Special —~ 3 Repre- 
e sentative, 38 Park Kow, New York, is of 
value to first-class daily newspapers that want 
more advertising. 

— 


MISCELL 1NEOUS 


NY boy can ms good money retailing 
Dixiana Kkoot Beer. Large ae, made, = 











capital required. This is no “fake” cr 
would not see it in 9 aed INK. DIXIANA 
MEDICINE CO., Sheffield. 


se- 
SUPPLIES. 
AN BIBBER’S, 
Printers’ Rollers, 
BRU CE & COOK, 190 Water 


INC for etching 
4 Street, New York 
‘ee PAPER is Printed “with ink ae - 
ured by the W. D. fie SON PRINTING IN 
CO., L’t’d, 10 Spruce St., New York. Special caine 
to cash buyers. 
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ADVERTISING NOVELTIES, 


ae the purpose of inviting announcements 





of Advertising Novelties, fi y to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 
eee eee 
FOR SALE. 
—_ 


( YOUNTRY Cam bell 
Good as new. ? , Bennett P. O., 
foe SALE—A half or entire interest in the 
only afternoon paper published in a city of 
70,000 population. Address “A, 8.,” care of Print- 
ers’ Ink. 


FOR SAL 


E xecutor’s sale 
NE 








Morning daily in penenincteriog, 

mining and railroad district. s 40,000 
No competition. Grand chance tor 3 a ‘hustler 
with some capital. Address “ DAILY ANTHRA 


CITE,” Carbondale, Pa 
ES print shop ; cheap for cash. Address 
's, lowa. 





BOX 2%,” Council Blu 
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printers, 140 W 


1 LOD S PRESS, artistic 
23d 5 Send for our booklet 


, N.Y. City. 


*ROW-WHEATLEY CATALOGUE COMBINA 
TION. Home Life me New York. ( 
2th 


tory, 201-213 East I 
W E do neat, pate, attractive printing. ( 

logues, booklets, pamphlets, circ ula 
cards, etc., executed in the finest style 
you want a good job—one that you want 
to look at and read—come to ‘us. PRI 
INK PRESS, 10 Spruce St., New York. 

_ ee - 

PRESS CLIPPINGS. 


yf Aeeatran PRESS CLIPPING BUREAU, N 
2 West lith St y Press Clippings f 
trade journals ; ll subjects ; best best facilities. 





ELECTROTYPES. 


GOOD cut inside of two inches square of 


é 7 for cents. Try them. Cash v 
order. HEADLIGHT ENG. CO., 81 Fifth A 
Chicago 

WETTING advertisements to make them st 


‘ out and furnishing one or more electroty; 
of same is a line in which I am unapproached | 
any other printer. The magazines each m 

contain numerous samples of my w 





rk. Let 
set your next adv., whether it be for an inc! 
mage. I can suit you WM. JOHNSTON, My 
’rinters’ Ink Press, 10 Spruce St., N. Y. City. 


ILLUSTRATORS AND ILLUSTRATIONS 
ons? talks and pictures tell the story 
nake cuts for 50 cents, cash with ord 
HEAD iL IGHT ENG cO.,8 | Fifth Ave., Chicago 
can get best re sults t by illustrating y« 


. 


Try our cent cuts. Any subj 
Cash with order. HE ADLIGHT ENG. CO 
Fifth Ave., Chicago 
“>, 
ADVERTISING MEDIA 


DI ALE S’ MAGAZINE. 
71 Broadway, New York 


25 cts ENTERPRIS 
Cire ulation 7 7,000. 


py 4sPware 


4( WORDS, 5 times, 


Brockton, Mass. 

( Y RAND RAPIDS DE MC XCRAT. le ating pa er 
¥ Mich. outside Detroit. LA COSTE, Yo 
\ DVERTISERS’ GUIDE, New Market, N. J 

4 line. Cire’n 3,000. Close 24th. Sample f: 
Ph. person advertising ir 

to the amount of #10 is entitled to 


PRINTER NK 
be paper for one year. 
I ARGEST circulation of any daily news} 
4inW iiameport, the GAZETTE — Bt LLE 
6,000 D., 4,000 LA COSTE, New Y« 


I Ay TON (Ohio) MORNING TIMES and EVENI» 
NEWS, 14,000 daily, create a“* want” for pr« 
LA COSTE, New York 
TT PIQUA CALL “ wants” advertisers w! 
want results. Larger circ. than all oth« 
Piqua dailies combined. LA COSTE, New York 


EADING newspapers in Southwestern ©} 
4 (outside Cincinnati), Dayton MORNING rae 
and EVENING NEws, ,14,000 daily LA COSTE, Y 


ae TIMES-U NION, of Albany. N. Y., is an ex 

ceedingly valuable adve rtising medium, be 
cause its readers have the cash with which to buy 
goods. It has avery oH it circulation among th 
very best people. JOH FARRELL, editor 
and proprietor. 


erly advertised goods. 





ADV. ERTISEM ME NT C CONSTRUCTORS. 


LARENCE F. CHATFIELD, 179 Front St., 
Y. 


Owego, Tioga Co. 
Wwe STAN DIXEY, writer of advertising, 
Nassau St., New Yor 
Wah ta Sai E advertising. E. 


257 Broadway, 


4 


150 


A. WHEATLEY 


New York 


. WHEATLEY, Spec = in Advertising 
New Yo 





EK. 4 
4e 257 Broadway, 
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t#™ Issued every Wednesday. Ten cents a copy. 
Subscription ning ao five dollarsa year, inadvance. 
Six dollars a No back numbers. 

{# For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 
date to (January Ist, 1901) the end of the century. 

(# Being p nted from plates, it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 

<a Publishers desiring to subscribe for PRINT- 
Es’ INK for the benefit of advg trons may, 
* application, obtain special confidential terms. 

it any person who has not paid for it is re- 
ce at PRINTERS’ INK it is a some one has 
subscribed in his name. Every pa “4 is stopped 
at the expiration of the time paid fo: 

Oscar Herzperc, Managing Editor. 
Prter Doucan, Manager of Advertising and 
Subscription Department. 

New York Orricss: No. 

L ONDON AGENT, F.W. SEARS, 


NE Ww YORK, M. AY 


10 Spruce STREET. 
108 F ‘leet St 


19, 1597. 

~ THE Philadelphia — 7 says that 
its circulation is printipally a home 
circulation. Five-sixths of its entire 
sales are made direct to carriers and 
agents, who in turn deliver to perma- 
nent subscribers at their homes. 


of Rochester, has 
been greatly improved recently. The 
novel double-page wheelbarrow ad- 
vertisement which has appeared in 
PRINTERS’ INK has been widely noticed 
as one of the prettiest of the year. The 
magazine is said to reach an excellent 
class of buyers. 


Vick'’s Magazine, 


MaInEhasa population of 661,086 and 
Louisiana a population of 1,118,587 
Maine covers 29,895 square miles and 
Louisiana 45,420 square miles. The 
number of newspapers printed in each 
State, as shown in the June News- 
paper Directory, is the same, viz., one 
hundred and seventy. Maine has six- 
teen dailies and Louisiana seventeen. 

———— 


Tue Canadian tariff on proprietary 
medicines in liquid form was, until re- 
cently, fifty per cent ad valorem. It 
has now been reduced to thirty-five 
per cent ad valorem. A gentleman 
who expliined the matter to the Little 
Schoolmaster said that the reduction 
would probably induce quite a number 
of manufacturers and advertisers to 
consider the Canadian market. 





THE Treasury Department has de- 
cided that coins containing adver- 
tising stickers are not legal tender. In 
rural districts it has for some time been 
the practice for merchants to paste 
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StICK- 


These ‘‘ 
matter somewhat 
me back to Hug! 


such labels on coins. 
ers’’ would contain 
as follows: ‘‘ Take 
Montgomery, Paris, Kentucky, wher: 
I am worth $1.05 in leather boots ar 

shoes.”” It is against this practice tha 
the decision is aimed. 


THE name of an advertised artic 
should be so simple that there can b 
no doubt about its pronunciation. This 
subject is suggested to PRINTERS’ INk 
by the name of the Duquesne Bicyck 
The name is French, and is pr 
nounced DooKane, with the accent « 
the last syllable. Scores of peop! 
pronounce it exactly as spelled. 1! 
incidental confusion isn’t a very in 
portant matter, perhaps, but-it migh 
— easily have been obviated bya simp! 
name. ‘‘ Trifles make perfection, b 
perfection is no trifle.” 





THE Equitable Building, the fam 
office building of New York, is | 


advertised in two-column ads in 
metropolitan papers. The advertis: 
ment states that 23,091 persons e1 


tered the Equitable Building on 


28th of April by actual count on tha 


day, and that this fact warrants the 
statement that the building may 
considered as the center cf busines 


activity in the Wall street district 
New York. Then follows, in small 
type, a convincing explanation of 
advantages it offers to tenants. 





IN answer to acorrespondent, Ed 
Saltus, in Coliier’s Weekly, says that it 
he happened to be a New York mer- 
chant in search of the best local trade 
he would advertise in the Avenin 
Post ; if he were a sempstress out 
work, he would put a few lines in the 
Herald ; if he were a haberdasher o: 
corporation he would use the Sw 
There appears to be no very great dis 
tinction in Mr. Saltus’ mind betweer 
the Lzening Post and the Sun a 
media for securing the best trade 
the metropolis. All of which seems t 
prove that, although Mr. Saltus is a 
novelist, he has pretty clear ideas about 
how to advertise for good local trade 
in New York City. 

IN its issue of April 21 PRINTERS’ 
INK reproduced the cut now used by 
Lyon & Healy, of Chicago, called 
‘**That’s My \\ashburn,” representing 
two youngsters at odds over the pos- 
session of amandolin. The statement 
Thomas be- 





was made that Lord & 
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eved the picture to rival that of the 
Wool Soap Babies, and opinions were 
olicited on this point. Up to date the 
Little Schoolmaster has received quite 
number of letters, all of them very 
urnest, and all declaring emphatically 
favor of the Wool Soap Babies. 
hich suggests to the Little School- 
aster’s mind that a picture of laugh- 
, winsome babies is far more pleas- 
every one’s eyes than one in 
hich the little ones are represented 
with their diminutive faces all ‘‘ screw- 
lup”’ in anger. 


to 


‘s 


THE newspaper man can learn two 
valuable lessons from the foreign ad- 
vertising agent whom he condemns so 
vigorously. He could well study and 
imitate the agent's tact and persistence. 
rhe letters sent out by the agent are 
marvels of diplomacy and skill. He 
never his temper. He never 
talks harshly, but is always smooth, 
diplomatic, persuasive. The news- 
paper man, on the contrary, in the 
hurry of his office work frequently 
writes blunt, uncivil letters that drive 
away business and lose friends. The 
character of a man can be judged by 
the letters he writes. It takes but little 
time to be polite in correspondence 
and it always pays. Another lesson 
we may take to heart from the agent, 
s his persistence. He neveg lets up. 
When he goes after anything he usually 
gets it from sheer perseverance. He 
makes proposition after proposition 
until he finds one that will be accepted 
He is a model of hanging on.—7he 
Missouri Editor. 


loses 


Tue retail dealer is the arbiter of the fate 
f any product placed upon the market, and 
manufacturer who ignores that fact will 
ake a head-end collision with a disappoint- 
vent as big as Pike’s Peak. He comes in 
ntact with the consumer every day, and 
ssesses his confidence. You may advertise 
ir article in the dailies until black in the 
, but if the gentle retail dealer frowns 
it and says to his customer that it is 
’ that settles it, and the customer re- 
bsolutely upon the knowledge and hon- 
ty of his favorite dealer, and denounces the 
1ily paper ad as hog wash to his neighbor.— 

t. Louts Grocer and General Merchant. 
Most large advertisers almost en- 
tirely dispense with advertising to the 
retail dealer, and find that such a 
course does not hurt them atall. A 
lemand created among the public for 
. article will speedily cause the dealer 
to keep it in stock. On the other 
and, of what avail is it to the manu- 
facturer to have the dealer’s 
oaded up with his product, if 


shelves 
the 


public does not come to buy? Cer- 
tainly the manufacturer will never sell 
the dealer a second order, no matter 
how largely he advertises in the dealer's 
trade papers 


along with- 
would 


THE man who can get 
out advertising is the man who 
benefit most by advertising. His 
goods advertise themselves. Make 
them known. The wider their ac- 
quaintance the more they will adver- 
tise themselves 


IN writing, in illustrating, and in all 
things connected with advertising, the 
supreme excellence is simplicity. Plain 
language and plain pictures. Plain- 
ness does not mean prosiness. Simple 
words can be made to convey a power- 
ful message. The most artistic pictures 
are the simplest.—J/oses & Helm. 


THE criticism of advertising which 
appears in many of the advertising 
journals, and which would reduce 
everything to rules, is destructive to 
the ultimate health and growth of ad- 
vertising, for it gives the advertising 
beginner the impression that success 
can be attained by following certain 
directions, when, as a matter of fact, 
it is achieved only by allowing one’s 
individuality and judgment full play. 


Mr. CHARLES AUSTIN BATEs and 
another man are engaged in a 
ed discussion in print whether 
vertising ever creates a demand. Mr. 
Bates contends that it never does, but 
only shows people where an existing 
demand can be supplied. The other 
man argues, with some show of reason, 
that in the of new articles with 
which the public has previously been 
unacquainted, the demand is really 
created, for until the appearance of 
the article no one has known enough 
to demand it Mr. Bates replies that 
in such cases the demand has always 
even though the subject him- 
self may have been but dimly con- 
scious of it. The Little Schoolmaster 
is of opinion that the whole question is 
an unimportant and trivial one at best, 
and that it hasn't created a demand for 
although it has 
demand can 


ad- 


case 


existed, 


more discussion of it, 


shown where such a be 


supplied. 


vee ceveWeredddutdddren 


THE fiame border of the American 
Typefounders’ Co. is one of the most 
effective borders of the day. 





—_ 





Little Schoolmaster in the Art of Ac 


A shoe ad, containing a very grace- 
ful though somewhat 7isgue picture, 
has been sent me by Harry Ulmer 
Tibbens, of the Rural Press, which 
opens a wide field of discussion as to 
the policy of using a cut of this kind 
in advertising, and especially in adver- 
tising which appeals toa woman. Per- 
sonally, as to the cut in question, there 
is nothing immodest or objectionable 
in it, from my point of view. But 
then [amaman. There never was a 
time when the intimate articles of 
woman’s apparel were advertised so 
profusely, and so liberally and frankly 
illustrated as now. It seems puritan- 
ical and prudish to say that the most 
of this advertising is objectionable, 
when it is artistically and happily 
drawn. And yet I am sure that much 
of it does harm, A great deal of care 
must be used in this kind of illustra- 
tion. Inthe cut before me, a great deal 
more hosiery and lingerie is shown 
than is absolutely necessary for.adver- 
tising shoes, but there are other arti- 
cles which can hardly be shown in 
their places without giving offense to 
prudish people. Now, the money of 
prudish people and the tradeof prudish 
people is just as good and just as neces- 
sary as that of people of more enlight- 
ened views. There seems to be a 
great cleal of false modesty and a great 
deal of ‘‘rot” about the talk that is 
made about such things. But I have 
vividly in mind a certain large dry 
goods firm which ‘made a big mistake 
in a matter of this kind. Ina con- 
spicuous space on the outside page of 
a home evening paper they ran four 
full-length pictures of four attractive, 
shapely women wearing the union suits 
they wished to advertise, and wearing 
nothing else. The figures were about 
five inches high, and ‘‘showed up”’ 
splendidly. Well, it wasn’t a very 
large city, and those pictures made a 
hit, but not the kind of one the firm 
intended. I have seldom heard sucha 
storm of indignant comment as those 
innocent pictures awakened. Some 
well-meaning women wrote or told the 
management of the paper that they 
would stop their subscriptions if they 
ran the ad again. Others did stop it. 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer suggestions for the promotion of better advertising. Send newspaper ads, circulars, 
booklets, novelties, catalogues. Tell your advertising troubles—perhaps PRINTERS’ INK (T 


vertising) can lighten them. Address all communica- 
tions to the Editor of PRINTERS’ INK. 
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And many told the firm what tl 
thought of it. The W. C. T. U. ha 
a great deal to say about it, and scor« 
the paper by resolutions. I know tl 
store lost trade it could not afford t 
lose, and I know it forever prejudice 
a large number of women against tl 
store, and that they never would | 

of it afterward. I don’t think ther 
was anything bad about the pictur 
I thought they were pretty, and so 

many other men. They would hay 
reached nearly the whole masculin 
populafion of the town if they | 

een advertising something for mer 
3ut it isn’t a question of morals at a 
It’s a question of business. <A st 

that is after a woman’s trade can: 

afford to run the risk of offendi: 


squeamish women. And then, m 
be, the women are right, after all. 
** 


R. R. Shuman, advertising manag 
for the Deering Harvester Company 
of Chicago, sends me a full-page 
he is using in the Furm Jmplemer 
News. I do not know what Mr 
Shuman is paying for this space, | 
I hope it is not much, for I do not s 
how it can do the Deering Compa 
any good. The greater part of th 
page, which is a large one, is occupi¢ 
with a crude cut. The scene is at 
astronomical one. A_ convention 
sun shines in the middle, label 
‘*The center Deering of the system. 
A half a dozen worlds or moons a1 
chivvying around this sun, with th 
side toward the sun white, and tl 
other side wrapped in total darkne:s 
all marked ‘‘imitator.” The letter 
press Says: 


It Shines for All. 


The Deering sun dispels dark toil fr 
pole to pole. Competitors shine only wit! 
reflected light. Year by year they borr 
the inventions originated in the Deering 
shops. And this is the reason why it pay 
to be a Deering agent. 

Wouldn’t you like to deal out Deering 
sunshine to the farmers ? 














There is nothing about this ad 
which ought to persuade an agent for 
agricultural implements to sell Deer- 
ings. It tells him nothing about the 
Deering Harvesters, their strong sell- 
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r points, their advantages, why they ‘‘ nobody” i lar, and 
so much better than other harvest- plural. It is not true, because adv 

And the ad is confusing in its tising does not create a demand. 
a, questionable as it is. Whose merely tells where one may be 
k toil does the Deering sun d spel ? p ° 

of the imitator who shines by should be careful of both its Eng 
cted light, thatof the agent, whom and its 
ays to sell Deerings, or that of the 


plied A newspaper, of all 
facts in its adverti 
newspaper is supposed to 
veyor of both facts and English I 
» dealt out? The cost of making facts 
huge, crude cut would have pro- 
1 an attractive picture of a Deer- This one is better: 
harvester, or of some essential 

ing part, and the re In the Homes! 

have given some ] That's where 

_ why agents should : ‘ tors a yoo ga 
sales there 


ner, to whom Deering sunshine is h. ‘ 
are more important than the 
grammar, but either error is need 


Li€ss,. 


true that 
” but why g-r 
must be some | : the homes of the buying }| 
the fact lat litator DO YOU CATCH ON? 
ir good points ‘ And this one is better yet 
is been a characteristic of in : 


from time or ae are hey A Go-Between. 
e goot OInts, I this 


De ering pe 
they at 
} ne yi ‘ 
CAN HELP YOl 
izy statements 
less said about 
itators in the adve 
* 
‘Pedigree of Blacks ie lohn T. ¢ 
title of a clever littl o ite thi A ste 
oe ' r 11S paper, 
e issued by The Hub,Chicago. — ni I : 
7 rs rite their é 
e cover further shows a picty i ; 


He he lps th 
d Some 


ilert little dog of this breed looking 


of a shoe. Inside is ar 


tly good, Here 


elty in shoe catalogues. The 
ns areall from actual ph 
the shoes, and the tan 
nted in chocolate browr 
1 striking likeness of th _ 
" Rr nestic f 
iselives, The black shoes ) : : 
c= eared : KENT 
rse, printed in black ink. This i = 
This coffee 
the printer 
* #* 


* punctuation, 

The Hamilton (Ont.) i” uns strangely 

ll ads of itself in its columns. —————— 
idea is good ; the ads are some of A SIMPLE TEST. 


bad. Here is one: 


f the best shoe catalogues I have 


seen, ha 


It's easy to te 





flee 

P : 9 = 

gnati Nulla Cupido, 

being interpreted freely me 

body wants your 

know about them.” and it’s 

y _——— in the /imes. Z GRAND UNION TEA CO. 
ubt of it. 


° : * * 

It is not good English to say, ‘* Ni * 

y wants your goods unless they For good things well done commend 
know about them,” even if it were me to Rogers, Peet & Co. Their little 


true. It is not grammatical, because booklet about ‘‘Livery” comes to hand 
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in a dress which simply cannot be im- 
proved, any more than can be the 
matter it contains. The cover is a rich 
golden yellow, with a design that is 
simple and artistic. The reading mat- 
ter is interesting to any one, whether 
the question of the proper tiring of his 
retainers is a question that troubles 
him or not, or whether he has any re- 
tainers. In the guise of information 
about the correct dress of footmen, 
coachmen and indoor men, it very 
cleverly advertises the livery sold by 
Rogers, Peet & Co. The illustrations 
scattered through the book are very 
artistic. I have seldom seen anything 
better done. Any one who desires to 
know anything about livery, as well as 
any one who would like to see a very 
good advertising booklet, should in- 
close a stamp to this firm for a copy, 





and I have no doubt it would be 
glad to send one. 
**# ~ 
READY-MADE ADS. 
{I do not write these ready-made ads. They are 


taken wherever they are found, and credit is 
Cate to the author when he is known. Contri- 

utions of oe ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—Ep. P. I.) 


lor a Gas Stove. 


Keep Cool 
When Cooking 


the summer meals—use a Gas Cooking 
stove. You'll find the gas consumed will 
cost a great deal less than it woul be 
necessary to expend for fuel. Grand 
stock of Gas Cooking Stoves —all sizes— 
$8 up. 


For a Shirtmaker. 
A LITTLE HIGHER 


IN Price 
BUT--- 


Our Shirts cost you a little more than the 
ready-made kind, br they area great deal 
better. We put into them better material, 
more painstaking work—and then there’s 
the satisfaction of having them just right. 





For a Feweler. 


A Dainty 
Woman’s Toilet 


may be beautiful in its simplicity, but 
it is really wonderful how it is bright- 
ened up by a piece of jewelry—if it is 
in good taste. 

Fhe sparkle of a precious stone, the 
sheen es bracelet, the rich yellow of 


a golden chain against a creamy neck, 
all these serve to bring the beauty 
of the wearer into strong relief. 
of them are here in this store. 


All 
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For a Shoe Dealer. 


Goody 
Two Shoes 


is a popular tale wit! 
the little folks, and always will be. But it i 
no more popular than are the two good shox 
which make up every pair we sell for cl 
dren’s wear. We pay special attention to t! 


foot coverings of the little tots. Children 
and Grown-up’s Shoe Store. 
For any Business. 
It is a pleasure to buy here. The be 


possible way to please a customer is t 
on what he wants, and not try to p« 
suade him to buy what we want to s« 

We want to sell everything, one as mu 

as another. 


For a Drug Store. 


The Sun Runs 


our soda fountain. 
so thirsty we couldn't sell stale soda 
we wanted to. 
There is nothing so refreshing or 
hot day asa glass of soda—if it’s g 
What good soda is you’ll never kn 
until you've tried ours. 


He makes peo; 


I 


For any Business. 


You are Welcome. 


We want to make it so pleasant 
our store and so economical for you t 
trade here that you will not wantt 
anywhere else. We want yourown ex 

erience to teach you that you ma 
See confidence in us. 











For a Grocer. 


Canned Goods 


are not always what they seem. Brig! 
labels can cover very poor qualiti« 
We see to it that only reliable g 
get into the store. The little pr 
simply come from great and wise bu 
ing. 


Fora Sadan: Store. 
It Won't 
Come to Pieces. 


The furniture we sell has good, solid char 
acter. The joints are strong and are we 
braced where they should be. We look 


for that. There are plenty of ways of slight 


ing furniture. There is neither lack of know 
edge nor lack of care irf this store. 


For a Carpet Store. 


Summer 
Floor Dressing. 


Made of finest Japanese matting 
clean, cool and comfortable, smooth a 
easily kept clean. We have them in larg 


variety of Japanese weaves and color 


ings; summer all over the house wit 
these ideal floor dressings. 
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TH MAIL ORDER BUSINESS. 
Well meaning people frequently write to 
irad er | manager for advice as to what 
branch of mail order ‘business will pay them 
est to startinto. Now that’s a question we 
cannot answer—it is altogether too broad for 
is. We do not consider that there is any 
particular choice. Some men reap a harvest 
t of the sale of general merchandise by 
italogue, others by selling a specific remedy 
for some disease, others Ey handling books 
at they publish themselves, and there are 
iny other lines of which we all know. We 
vy one man who made over $25 in 
e years by buying old coins and selling 
1k pertaining to them, while advertisers 
ther lines couldn’t make out how he paid 

his expenses.—Our Silent Partner. 


,O00 
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G ALVESTON TRIBUNE, the most influential. 
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YALVESTON TRIBUNE, 


prosperous and pow- 
K erful. 


Leads the afternoon procession. 


YALVESTON TRIBUNE makes money for it- 

self and will make it for you. Thoroughly 

up to date, with ali modern mechanical appli- 
ances. A live paper for live people 





YALVESTON TRIBUNE, every copy counts. 
B City circulation larger than any newspaper 
in Texas. A dividend-paying medium, backed 
by the brains and capital of the city 
G four pages, 
prosperous pa 
ub. Co., W. F. 
Vice Pres. ; George 
‘yand Bus. Man.; 
C. Beckwith Special 


ALVEST: IN TRIBUNE, Daily 
Weekly eight pages, all live 
ers, published by the Galveston f 
add, Pres.; Chas. Fowler, 
Sealy, Fred Chase, 
Clarence Ousley, Editor. 

Agency, sole agents. 








ARRANGED BY STATES. 


idvertisements under this head 50 cents a line 
Vust be handed in one week in advance. 


MISSOURI. 
8,000 d. 


( ‘OVERS the field St. Joseph HERALD 
8,000 S., 9,000 w. LA COSTE, New York. 


NEW YORK. 


| } INGHAMTON LEADER. 














| pI NGHAMTON LEADER, the tea table favorite 





YINGHAMTON LEADER, leading aftern oon 
paper and the favorite family medium 


» INGHAMTON LEADER, the home paper, filled | 


» full of live localand general news ; rnp 
plate, no fake features, but a legitimate pay 
commanding the confidence its constitue 

»)INGHAMTON LEADER, first-class f 

) afternoon paper. Most important daily r4 
that city, commanding the respect and confi 
dence of readers and advertisers alike, both at 
homeandabroad. Average circulation cove pe 
every issue 1895, Daily, 8,745; Weekly, 6,600. Mo 


o 


ilation weekly than all the. other isinghamton } 


weeklies combined. THE C. =BEC 
ECIAL AGENCY, Sole Age. 


tising, New York and Chicago. 
OHIO: 


YTON Morytsc Times, FE VENING NEws, 
WEEKLY TimEs- NEWS, 14,000 daily, 4,50 
LA COSTE, New York. 


yo NGSTOWN, O., Sunday News; 
rs 


2 centa py; 


VITH 
Foreign wen 





[4 
eeK Ly 
established 
‘> re’n 4,220 
pies. Reaches the best homes tates: 20 cents 
inch e ach insertion. C. M SiHAFFI K &CO 


TEXAS. 
(jALVESTON TRIBUNE. 
money winner 


(jALVESTON TRIBUN! a 


WASHINGTON. 


[HE “PA” — 





ATTLE POST-INTELLIGENCER, 
Largest circulation in the State. 


CANADA. 


A line yearly. 30 best pa) 
Quebec. E. DESBARATS 


|S* 





in Prov 
Agency, 


pers 
»Ad 





26.00 


( Montreal 





| Sages Advertisements. 


$100 a page; 2 
ified position 


per cent 
if granted 


50 cents a line; 
extra for spec 


Must be handed in one week in advance. 


Newspaper men, the busiest of individuals, re 
| gard Haltigan’s Pocket Manual as a time saver; 
accurate and reliable in every item 


Proofreaders regard this Manual as a marvel 
of utility, neatness and convenience; to them it 
is simply indispensable 


Typewriters, why worry over those vexing 
»ympounds” when they are so admirably sim 
plin din this popular Manual? 


Compositors say “it is a gem,” and the best 
ever published as an aid totheevery-day typo 


Men like it because of its useful and re- 
litical history 


Public 
| liable data in matters of 


Neatly bound 
indexed 7% 
T. J.Carey 


Bg pages; size 54 x 2 inches. 
leather 5c Russia leather, 
ost returned if not eatisfactory ( 
c ‘o., 18 City Hall Place, N. Y. 


& 





Art — "Facts 


* Art wins the heart.’ 
advertising. 
also facts; 


for my booklet, “ Business.’ 


Facts touch the pocket. 
I write and A advertising matter. 
mixed with the best brains I have. 
one tsabout your business, I can help you to do the best advertising. 


You must do both in 
I put art into it; 
If you will write me the 
Send 


WOLSTAN DIXEY, 


Writer of Advertising. 


b 


150 Nassau St., New York. 








Why Discourage 


Your advertising de- 
partment, your circulation 
department and your busi- 
ness department by con- 
tinuing to operate ma- 
chinery which your paper 
is rapidly outgrowing ? 

The interest on the first 

« TIULTIPRESS ” 

a ‘NEW MODEL” 
is not to be compared to 
the money lost by continu- 
ing to operate an insuffi- 
cient mecharmteal depart- 
ment. 

Campbell Printing 

Press & Mfg. Co. 





cost of a 


or 


PRINTERS’ 





6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


3 


the population of Will- 
iamsport, Pa., read the 


| Williamsport 

Gazette and 
Bulletin 
6,000 


copies, guaranteed daily 
| circulation. 














H. D. LA COSTE, 
38 Park Row, New York. 












The Advertisers’ Agency, Philadelphia. 
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FRIENDS’ PUBLICATIONS. 


These are the only mediums to reach the 
great body of Friends in the United Stat 
and Canada. The Friends are a well-t 
and thrifty people, and have great confidence 
in anything advertised in the periodicals of 
the Church, 

1, The Teachers’ Quarterly is 
published for the Sabbath School Super- 
intendents and Teachers. 

The Advanced Quarterly is 
intended for the main body of the Sab- 
bath School. 

The Intermediate Quarterly 
is for a younger class of pupils. 

‘the Primary uarterly is fo r 
the infant class. ‘hese Quarterli 
have a combined circulation of over 
31,000, and are kept in the homes for 
three months; the advertisements car 
not fail to attract attention. 

Our Youth’s Friend isa literary 
paper for young people. The average cir 
culation for the past year has been 11,119 
Our Little Folks Magazine 
is intended for the little ones. Mot! 

are delighted with it, and any advert 
ment in it must claim their attenti 
Circulation, 4,000. 

The Ch rist ian Arbitrator 
This is the Friends’ publication on Pe 

and Arbitration. The circulatio 
largely among ministers and educat 

It is a — valuable medium for cert 


Ss 
j 
»-do 


2. 


3. 
4. 


lines of advertising. 
Entire circulation of the papers is, 
50,000. 


RATES APPLY TO THE 
Publishing Association of Friends, 
HICACO, ILL 


aun ITT 


DANGER SIGNALS 


A Manual of Practical Hints for 
General and Retail Advertisers 


OCOOUCEGCOGRGEEGOOROOSEEED 






This book contains the fol-- 
lowing articles : = 
Danger Signals, W. H. East a 

00 prize articl = 
The Wanamaker Ac ivertisi sing idea, = 

Manly M. Gillam = 
Hammering It In, D. B. Updike = 
Ihe Antidote For Dull Times, Wm.H.Maher = 
Advertising A Specialty, . G. H. Powe 
uccess in Advertising A. V. Isako 


he Line of Least Kesistance, Benj. Webste¢ 
The Art of Writing Advertisements 
Chas e 
Shop “peed Advertisements, NV. 2 
u 





Hinte on Advertising Typograph 





PRICE, 50 CENTS. 


It is bound in stiff green paper 
cover, is of convenient pocket-size 
printed on super-calencered pape 
with new type. Itis fullof practica 
suggestions for advertisers. Sent, 
postpaid, on receipt of price 

Address 


CEO, P. ROWELL & CO. 
PUBLISHERS, 
10 Spruce Street, New York. 
TIP 
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PRINTERS’ INK, 
A Larger 
; Circulation than 
Make... 
all the other Albany 


Advertising i 
_ ee dailies combined. 


ce~ Present high 
standing won 
on merit. 


a 
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OF JERSEY CITY,N.J., | |""y"") Albany, N. Y. °°" 


< 
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Was a daily visitor during 1806 
to no less than 


15,035 Families | 


in the wealthy suburban popula- 
tion of Hudson County 
The MEDIUM < that reaches 
15,035 families must pay 
advertisers, 


As an 
advertising 
medium it 
is unequaled. 
Pour Editions daily 
of four, six or eight 
pages. 


JOHN H. FARRELL, 


Editor and 
Proprietor. 
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«Ever Since 


‘71 
The Helena (Montana) 
Independent 


has grown in circulation 
until now, in a city of 
13,834, 
it has a circulation 
of 
6,400 Daily, 6,800 Sunday 
and 
3,500 Weekly 


H. D. LA COSTE 
38 Park Row New York 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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Texas is the greatest State in the Union. 
There are over 300,000 Baptists in Texas. 


THE 
TEXAS 
BAPTIST 
STANDARD 


is their chief denominational medium. 

The STANDARD has the largest circula- 
tion of any religious paper published in 
the Southern States. 

The following affidavit proves that 
fact: 

Waco, Texas, February 3, 1897. 
To Waom It May ConcERN : 

This certifies that the smallest number of 
complete —— of the TEXAS BapTIsT STAND- 
ARD printed during any week of 1896 was 
21,500 


J. B. CRANFILL, Proprietor. 
(Seal.) T. M. Hammron, Pressman 
St. CLAIR LAWRENCE, Mailing Clerk. 


Subscribed and sworn to before me by J 
B. Cranfill, T. M. Hamilton and St. Clair 
Lawrence, this 3rd day of February, 1897. 


Jno. T. BATTLE, 

Notary Public, McLennan Co., Texas. 
Advertising rates are reasonable. 
Write tothe Texas Baptist Stand- 

ard, Waco, Texas, for sample copy 
and rate card. 
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- The Commercial 


OF TOLEDO 


under its new 
management is steadily 
increasing in circulation. 
It is the only morning 
paper pubiished in To- 
ledo, and the way it sells 
in Toledo and Northwest- 
ern Ohio now, looks like 
the people appreciate it 
more than ever. It 
reaches the best homes, 
because it’s that kind of a 


newspaper. The Toledo 
Commercial leads the 


way to prosperous busi- 
ness for its advertisers. 
WwW. E. SCOTT, 
EASTERN REPRESENTATIVE 
American Tract Bidg., N. Y. 
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More Copies 
of 


THERICHMOND STATE 


are read 


every afternoon 


than any other 


afternoon paper 


in Virginia, and the 
best people in Vir- 


ginia read it 


H. D. LA COSTE, 
38 Park Row, 
New York. 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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Is the Brightest and 
Best Newspaper pub- 
lished at Albany, N.Y. 

Its circulation is in- 
creasing. Its adver- 
tising patronage 
increasing. 


The Argus is 85 years 
old and every day 


is 


WATCHING - 
OUT. 


EVERY member of 650,000 

family circles is watching 
out for the June Edition of 
LANE’S LIST. The papers 
are looked on like members 
of the family coming home. 
That’s why they pay. The 
whole family relies on them 
for information of bargains 


adds vigor and 


and everything you wish to 
strength. 


bring to thcir attention. Why 
don’t you write me for infor- 
mation? It'll cost you, say, 
five minutes’ time and a two- 
cent stamp. 


WALTER D. STINSON, 
Augusta, Maine. 


Send for rates and sample 
copies. Daily, Sunday 
and Semi - Weekly. 


the Argus Co. 


Albany, N. Y. 





Se te 
ASES SOE ES 
de 


be ISOS 


SOAS IAS. PPS ISO SVSOIMSO IMSS 


ns 
LAE (BOK SER OER OER OES EN 


The Seattle Post-Intelligencer x 
Is Not the Whole Thing — 


Out in the Northwest, but it is the best advertising proposition in 
the State of Washington. its field does not include Oregon, 
Utah, California, Montana, Wyoming nor the entire territory 
west of the Rockies. 
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BUT IT IS READ IN EVERY NOOK AND 
CORNER IN WASHINGTON, 
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A large portion of British Columbia and Alaska. It gives 
advertisers double the circulation of any paper in the State. 

In 1896 the PosT-INTELLIGENCER carried more inches of 
paid advertising than any other paper north of San Francisco on 
the Pacific Coast. 
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Seattle Post-Intelligencer. 
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\. FRANK RICHARDSON.,....: *..Eastern Representative 
&. B. . Weer. +0. aieistekiods .In Charge of Advertising 
JAMES D. JR becasue haaneaea nn Business Manager 
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The Evening Wisconsin. 


FIFTIETH YEAR. 


THE LEADING 
NEWSPAPER. 


The Evening Wisconsin is easily the lead- 
Its in- 


ing newspaper in the city and State. 
the 


felt far more potential than that of any other 


fluence throughout commonwealth is 
single journal, whether printed inside or out- 
in 
All first- 
class advertisers in Milwaukee use The Even- 


side of its boundaries. It is read more 


homes than any other publication. 
ing Wisconsin, and they average to pay it 
more for the same space than they do any 
other paper in the city. The reason for this 
is that The Wisconsin readers are the most 
It is the 
only English paper that prints a daily sworn 


- 
numerous and the best purchasers. 


statement of circulation, Estimates for ad- 


vertising sent promptly on application, 





OUR PRINTING 
DEPARTMENT. 


It is Equipped with the Latest | 


Materia!, Fastest Presses and 
Most Skillful Workmen. 


Connected with The Evening Wisconsin is 
one of the largest printing offices in the 
country. More than one hundred thousand 
dollars are invested in the most modern 
presses, latest styles of type, type-setting 
machines, bindery, stereotyping, etc., etc. 
The very fact of this department being so 
large has placed it in a position to demand 
the attention of large users of printing of 
every kind. 

Our facilities are such that we readily 
handle orders running from ten millions to 
forty millions impressions, delivering the 
same on or before the specified time. We 
have printed editions of bound volumes for 
Universities, that have exceeded sixty thou- 
sand c opies, ‘have orinted millions upon mill- 
ions of education al documents for the Repub- 
lican National Executive Committee, and are 
almost constantly printing vast quantities of 
Railroad Folders and Maps in colors 

The Catalogues of some of the largest 
manufacturing concerns in the West bear the 
imprint of The Evening Wisconsin. 

Anything in the printing line is our spe- 
cialty. Every job that is placed with us is 
given careful, painstaking attention, and 
from the moment the copy for the same is re- 
ceived until the completed work is finally de 
livered, it is under the watchful eye of acom- 
petent superintendent 


MILWAUKER, 





THREE CENTS 


THE PRINTERS’ INK 
SAYS 


“The Boston Transcript, Brooklyn Eag 
New York Evening Post, Philadelphia 1 


MAY 1, 1897 


graph, Washington Star, Chicago Post, Mil 
waukee Wisconsin and San Francisco B 
letin are evening papers of high charact 
and go into homes and have a worth to 
vertisers beyond the mere figures of tl 
daily circulation. They have no wa 
circulation. Every copy goes int 
home, and goes there because it is want 
there. The foregoing small list constitute 
very choice group of papers lf there is 


other evening paper anywhere that has a he 
ter right to be named than one of 
Printers’ Ink would be glad to be furni 
with its name and to consider the reasons 
up by its publishers for a place among 
eight.”"—[/’rinters’ Ink has added the | 
dianapolis News to a place among the eight 





THE LAYTON 
ART GALLERY. 
Milwaukee, Wis. 
E. C. ELDRIDGE, 
CURATOR 


Mitwauvxer, Feb. 22, 18 
Mr, 


Department Evening Wisconsin: 


Joun W. Campsie, Manager Printir 


Dear Sir—I am in receipt of the advar 
copies of the Layton Art Gallery Catalogu 
and I wish to thank you for the beautiful 
pearance of the same. We expected s 
choice work when we placed the order 
you, and we certainly have no reason t« 
plain. The work is quite perfect in deta 
and the half-tone inserts are the finest I ha 
seen produced in Milwaukee. It shoulc 
gratifying to know that we have an estab! 
ment at home which ranks among the f 
most in the country in the class of w 
produces. 

As we expect to sell these handsome ( 
alogues the Gallery for twenty-five cer 
each, and desire to give the friends of 
Gallery a souvenir which would be well wor 
the small sum asked, it is with ple asure tl 
take the opportunity of offering our 
preciation to you for the manner in which 
mutual interests were guarded. 


“ 


Th 


at 





we 


Very truly yours, 
Epwin C 
Curator of the 


ELDRIDGE, 
Layton Art Gallery 
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Side Talks 
with Advertisers 


Talk No. 3. Character of a Paper. 


—\ 


A paper's character is the most important point 
for an advertiser to consider. It is its mark of 
worth to the public. If it’s worth something to 
the public, itis worth something to the advertiser. 
An ad takes on something of the character of the 
paper in which it appears. If the paper is re- 
spected, the ad will be; if the paper is sensational, 


the ad will be discounted in its selling force. 


THE DETROIT 
FREE PRESS 


has the confidence of the public of the United 
States. It has had it for the past sixty-four years. 
It goes into every town in every State of the 
Union. It is read, not for its sensationalism, but 
for its readableness. And an ad placed in it is 


read by over 37,000 people every day. 
R. A. CRAIG, 
41 Times Building, New York. 


Written and designed by THE ADVFRTISERS’ AGENCY, Philadelphia and Buffalo. 
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Dhe Evening Star. 


WASHINGTON. 0O.C 


Mey 3 1897. 
Publisher Printer's Ink. 
New York N. Y. 
Dear Sir: 
Will you please use a page of Printer's 
Ink in announcing that The Star broke all its 
former advertising records last month by print- 
ing 1584.46 colums of paid advertising - an 
average of 61 columns per day, no Sunday edi- 
tion being issued. We believe that this 
total considerably exceeds the advertising of 
any other six day paper in the country and is 
exceeded by not more than five or six papers 
with Sundey issues. 
Surely if there is any virtue whatever 
in the old adage that "the proof of the pud- 
ding is in the eating® here is eloquent tes- 
timony of the appreciation of The Washington 
Evening Star's advertising columns by those 
who use them. 
Very Respect fully, 


The Evening Star Newspaper 
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LARGEST NEWSPAPERS IN RHODE ISLAND, 
LARGEST CIRCULATIONS IN RHODE ISLAND. 


The Circulation of the 


EVENING 
TELEGRAM 


than that of any other 


Is Larger daily newspaper pub- 
lished in Rhode /sland. 
The circulation of the 


SUNDAY 
TELEGRAM 


\ 
is at least THREE times larger than that of any other Sunday news- 
py paper published or sold in Rhode Island. 


SALES FOR APRIL 


Total for Evening Telegram, . . . 857,476 
Average daily, Evening Telegram, . . 31,826 
Total for Sunday Telegram, . . . . 131,572 
Average per Supday Telegram, - . 32,893 
How the TELEGRAM is appreciated by the business men and 
' advertisers generally the following figures show: 
During the month of April there was published of paid ad- 
vertising in the Sunday Telegram 5,472 \nches. 
During the same period there were published by all its com- 
petitors of all kinds of advertising, paid and unpaid, 1,981 inches. 
A difference in favor of the TELEGRAM of 3,491 inches. 


A SIGNIFICANT COMPARISON 


Total Col —— 
Ine of the best guides otal Cols. of Ads 
to th _ ~ a ny onen Cols. of Ads. ToTotal. 
paper's, circulation - New York Herald.... 396 180 45 
a ee Cet. ..... —< oe. vor 


45 

vertising patronage i. Ae 
-| Providence Telegram, 224 79 36 
New York World...... 336 112 33 
ig columns with those | Boston Herald...... 126 32 
ot cee Soremes Sowe) Mow York Vrtuae.......... 206 63 30 
places the Taxacnan | ew Vork Vimee........... 168 60 29 
inthefrontrank. The |Wew York Sun... 224 54 24 
following comparison | Mew York Journal.......... 462 100 21 
Sunda May 2 New York Press........ . 224 40 17 
ys Y “» | Providence Journal......... 144 24 16 
1897. | Boston Journal............ 192 21 17 
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THE COUNTRY 
GENTLEMAN 


The Leading Agricultural Fournal of the World. 


HAS A CONSTITUENCY 
INCOMPARABLY SUPERIOR IN PURCHASING 
ABILITY TO THAT OF ANY RIVAL. 


Subscribed to regularly by dozens of the luxurious Clubs in 
large cities. 
The Favorite Paper of Millionaire ‘‘ Fancy Farmers,” who 
buy whatever they need for their country places 
without much regard to cost. 


PRINTERS’ INK has £| ects the eyes of an unusually 

said editorially | large number of the class known as 

that it | gentlemen farmers and is indemand 
|among advertisers desiring a cir- 
culation of the very highest class. | yy 


Twenty large pages weekly, freely illustrated, and care- 
fully printed on fine paper. 


Advertisements tastefully set and carefully classified. 


ONE INSERTION: 40c. per line; $5.60 per inch. 


Liberal Discounts for Continuance. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y 
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Why do you think advertisers spend thousands of 
dollars each year in the 


° ° ° CG 
2 ) at 
\Y \\ L 
Le ° 
We have several customers that each spend about $10,000 pet 
year and have done so for several years. Qur largest customers are 
those who can trace results, but we have a representative list of the 
big general advertisers who never buy space, except when they are 
satisfied that the medium is a good one. How are these? Every one 


of these advertisers used the 


Vickery & Hill List 
DURING 1896. 


ENAMELINE, SWANSON RHEUMATIC CURE CO., 
LORING & CO., 

WELLS, RICHARDSON & CO., J. C. AYER CO., 
LYDIA E. PINKHAM MEDICINE CO., C. 1. HOOD & CO., 
WINSLOW SOOTHING SYRUP, LONDON TEA CO., 
WARNER SAFE CURE CO., SCOTT'S EMULSION, 
CHURCH KIDNEY CURE Co., STERLING REMEDY CO 
T. A. SLOCUM MEDICINE CO., INDIA CEYLON TEA CO., 
HARPER FURNITURE CO., HALL’S HAIR RENEWER, 
REVERSIBLE COLLAR CO., and many others. 


Have you investigated this list? Perhaps you are losing that 
which would add materially to your profit. Why not ask some one 
who does know about it? 


A CIRCULATION OF 1,500,000 PER MONTH 


IS AT YOUR SERVICE. 


C. E. ELLIS, 
SPECIAL ADVERTISING MANAGER, 
401=2-3-4 Temple Court, N. Y. re 


BOSTON OFPICE : CHICAGO OFFICE: 
72 International Trust Building, 903-4 Boyce Building, 
E. R. GRAVES in charge. W. J. KENNEDY in charge. 
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THE DAILY HOUSTON POST 


goes in club packages to 


379 Post-Offices 


in TEXAS and LOUISIANA every day. 


THE POST sends more papers into the 
homes of these towns than any other 
newspaper. THE DAILY POST also 
sends three or four papers each to 
hundreds of small offices every day in 
single wrappers not counted above. 


THE SEMI-WEEKLY POST 


goes in club packages to 


1413 Post-Oftices. 


DO YOU WANT TO REACH THE 
PEOPLE IN THESE TOWNS ? .... 


You can see the lists and get rates 
by dropping a postal to or calling on 
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OLDEST 
1855. YET 1897. 
NEWEST 


The Peoria 
Transcript 


is the oldest daily paper in Central Illinois, 
having been published forty-one years without 
change of name. It is yet the newest in the 
matter of progressive enterprise. It was the 
first of Peoria papers to use Mergenthaler 
typesetting machines; first to conduct an 
illustrated newspaper and now has a regularly 
equipped illustrating department with its own 
artists. It’s the one paper the pe ople look to 
to get a// the news in full. It has, therefore, 
an excellent clrentage, circulates among the 
people who buy and pay for what they get. 
Gives advertisers the most satisfactory returns. 
If it were not so, contracts would not be re- 
newed from year to year. 


The Evening Times: 


Peoria’s popular penny paper 
with a circulation exceeding 4,500. It must 
be used to cover the evening field. 


Rates firm but not high. 


THE TRANSCRIPT CO., 
Peoria, Ill. 
New York Office: 
1227 American Tract Society Building. 
Chicago Office: 
177 La Salle Street. 
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“Now-a-Day” “These Hard Times” 


People cannot afford to spend much money 
— not even on newspapers — so 
the readers of the 





















Elmira Telegram 


(and there are over 500,000 of them) must 
certainly devour every word in it, as it is 
but a 16page paper and costs 5 cents. 
Consequently — An tch adver- 
tisement in the TELEGRAM is seenand read 
as quickly and thoroughly as a 4-inch ad- 
vertisement in any of the 24 to 6o0-page 
Weeklies and Sunday papers. 
Besides — Advertising in the EL- 
MIRA TELEGRAM is like advertising in a 
dozen weeklies of “medium” circulation, 
as it sells just as heavy in 
Binghamton, Scranton, Wilkes-Barre, Corning, 
Hornellsville, Ithaca, Pittston, Waverly, 
Port Jervis, Owego, Bath, Olean, 
Bradford, Rochester, 
and also in other parts of the country. 


“Try It” “That's The Proper Caper” 


SAMPLE COPIES SENT AND RATES GLADLY QUOTED BY 


AF. hichardson 


Tribune Building, 
NEW YORK CITY. 


Chamber of Commerce, 
CHICAGO. 

Red Lion Court, Fleet St. 
LONDON. 
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Kansas City 
Times 


with its guaranteed circulation of nearly 24.000 
copies every day, offers to advertisers the best me- 
dium for results of any Western paper. 

Proof of its paying qualities were recently dem- 
onstrated by the Bee Hive Dry Goods Company, of 


Kansas City, whose manager says: 


KANSAS City, Mo., Feb. 13, 1897. 
Mr. FRANK P. Fvuoss, Business Manager 
of THE KANnSas City TIMEs: 

DEAR Sin—The effect of our advertisement in THE 
lIMEs to-day was magnetic. So much so that an extra 
corps of salesmen were so busy during the day that they 
were unable to fully attend to the wants of our estab- 
lishment. However, we were able to sell, I think, the 
largest amount of shoes that have ever been sold in 
Kansas City in a single day. | he bargains which were 
offered through the columns of l HE IMES were eye- 
openers. I am fully conseious that advertising pays. 

Very respectfully, 
Lee J. Scuirr, Mgr. Bee Hive. 


The advertising rates of THE Timers are as low 
as any paper in the country on a circulation basis. 


Send for copy and rates to THE KANSAS 
CITY ‘TIMES, Kansas City, Mo., or 
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The Chicago Dispatch 


LT REACHES THE MASSES IN AND 
ABOUT CIICAGO. 


Circulation 115,000 Copies Daily. 
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The Weekly Dispatch 


50,000 Copies Weekly, 


vuvers the Southern, Middle, Northwestern 
and We ; stern Stale S.. 
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A Colorado Editor says of Ripans Tab- 
ules: “For heartburn, dizziness and headache 


| have never found the equal of 


Ripans Tabules 


\nd other members of my family use them 
for various ills with excellent results. I can 
not afford to keep house nor run a print shop 
vithout them, nor do I believe any one else 
an afford not to use them. ‘They are a 


onder.” 
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The Reason Why 





WASHINGTON, D. C., May 10, 1897 
Printers Ink Jonson, 8 Spruce St., Wew York City: 

DEAR Sir—Inclosed find check for $20, for which ship us 
at once five hundred pounds of black news ink, to be used ¢ 
the inclosed paper. We wish a good quality and a real blac} 
ink. Since sending you the other order we have been trying 
Mr. Ullman’s ink, but we find that your ink that you sent us last 
takes better on the paper that we use. 

Hoping you will give this your immediate attention, w 
are, Very truly yours, 





The Jaenecke, Ullman Co. were one of the 
first ink houses to meet my prices on news 
ink, but they offered credit as an inducement 
to secure the orders. ‘Ihey employed expen- 
sive traveling men to go after the business, 
and the cost of a bookkeeper to send out bills 
and statements and draw drafts, as well as the 
many bad debts which occur, are all added on 
to the cost of making their ink. / have no 
agents. I keep no books. TI send out no bills. 
Ll draw no drafts. I make no bad debts. 


the cash does not accompany the order I hold 


on to the inks 

These are some of the reasons why my 
news ink is the best in the world, and my 
job ink the finest ever produced by the art of 
man. If myinks are not found as represented, 
I am always glad to buy them back and pay all 
charges for transportation. 

Send for my price list. Address 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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We've had a great 
big boom 


on the. 


Brooklyn 
66 ly 9 


Advertisers are beginning to realize 
that the traffic has increased very 
largely during the past year, and 
they’re flocking in fast. Nowhere 
can you get such display or such 
value. 


$100 per month, 
285 Cars, 
16x24-inch Card. 


The only real “ L” Road advertising 
in America. Nobody can equal it, 
let alone beat it! 


GEORGE KISSAM & CO., 


253 Broadway, New York. 
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F YOU murder your mother-in-law, 
’ or set fire to the City Hall, the » 
Associated Press will send the news 
all over the country, and the leading 
papers will print it under the heading 
of “By Telegraph”—all without cost 
to you. 
F YOU sell the new clock for the Phila- 
* delphia City Hall or supply your 
brand of champagne for the Patriarchs’ 
Ball at the Waldorf, WE will send out 
the information for you, and next morn- 
ing it will appear in the leading papers 
under the heading, “By Telegraph,” 
and when you get our bill you will 
admit ; 
Jst—That the Advertisement was 
excellent. 
2d.—That the cost of it was right 


smart. 
Xe HM MH 


For further particulars address 


The Geo. P. Rowell Advertising Co., 
10 SPRUCE STREET, NEW YORK. 
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